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Pepsodent Readies Ad Promotion for New 
Chlorophyll Paste as Distribution Grows 


New York, Aug. 21—Pepsodent 
chlorophyll toothpaste, the newest 
big entry in the chlorophyll sweep- 
stakes (AA, July 14), will be in 
national distribution some time 
next month. 

This week Lever Bros. Co. sales- 
men began taking national orders 
for the company’s second chloro- 
phyll paste. (Chlorodent is the 
other Lever dentifrice.) Promotion 
for Pepsodent chlorophyll, through 
McCann-Erickson, will be via Ar- 
thur Godfrey on radio and televi- 
sion (CBS), local radio and TV 
spots and a page in Life. 

Following the initial promotion 
there will be dual advertising for 
both Pepsodent regular toothpaste 
and Pepsodent chlorophyll. 


® Other developments in the chlo- 
rophyll market this week indicate 
that a period of straight selling, 
minus inflated advertising and 
promotion schedules, especially in 
the toothpaste field, is in the off- 
ing. 

Trade sources believe that the 
various free goods deals and sam- 
plings being offered wholesale and 
retail chlorophyll toothpaste buy- 
ers will be killed by the end of 
September. 


That chlorophyll pastes have | 


penetrated deeply into the family 
medicine chest, there is no doubt. 
Reliable estimates say that one out 
of every three families in the 
country is now using a chlorophyll 
dentifrice. Sales of the green prod- 
uct for July are estimated at about 
$3,000,000. 


@ There are rumors, so far with- 
out apparent justification, that 
some advertisers are readying 
campaigns aimed at blasting the 
so-called chlorophyll myth. A re- 
port that Reader’s Digest was go- 
ing to dispute chlorophyll claims in 
a forthcoming article is “nothing 
more than talk,” Editor DeWitt 
Wallace told AA. 

A recent piece by Good House- 
keeping reports on tests the G. H 
Institute has made on a chloro- 
phyll shampoo, dentifrice and in- 
ternal lozenge deodorant. 

“We do not want to give the 
impression that we know all about 
chlorophyll products,” the report 
concludes. “But, so far, because 
of label statements or advertising 
claims checked in our laboratory 
and in practical use-tests, we have 
not been able to accept a single 
cosmetic making specific or im- 
plied claims for chlorophyll beyond 

(Continued on Page 8) 


Carter's Ink Is Going Back to Boston; 
Move Cheers New England Agencies 


By Robert Ginsburg 

Boston, Aug. 22—Boston agen- 
cies, by now almost resigned to 
the ignominious position of hand- 
ling accounts New York shops can’t 
be bothered with, have been stirred 
from the summer doldrums by 
some very heartening, perhaps 
trend-reversing, news—the Car- 
ter’s Ink Co. account is coming 
home to roost after 24 years with 
J. Walter Thompson Co. Carter 
hasn’t picked the agency yet. 

While only a middling account 
by Gotham standards, Carter’s 
$200,000 or so is a plum in these 
environs where Gillette Safety Ra- 
zor Co. is served by Maxon; Pep- 
perell Mfg. Co. by Benton & 
Bowles; C. F. Hathaway Co. shirts 
by Hewitt, Ogilvy, Benson & Math- 
er; Neccos (New England Con- 
fectionery Co.) by C. J. LaRoche & 
Co.; Lydia E. Pinkham Medicine 
Co. by Harry B. Cohen Advertis- 
ing Co., and so on. 


8 A few big accounts stay local, 
but the constant pressure from 
New York raiding pariies is ter- 
rific. Salada Tea Co. sticks with 
Hermon W. Stevens Agency; Bolta 
Products Sales Inc. (Boltaflex) 
with H. B. Humphrey, Alley & 
Richards; Coffee Time Products 
with Harry Paul & Associates; and 
Dennison Mfg. Co. with the Bat- 
ten, Barton, Durstine & Osborn of- 
fice here. John H. Breck Inc. sham- 
poo, despite countless solicitations, 
retains its Springfield agency, Wil- 
liam B. Remington Co., partly be- 
cause Mr. Remington personally 
supplies the pastel female faces 
that have become the company’s 
trademark. 


John Hancock Mutual Life In- 
surance Co. uses McCann-Erickson 
here but not Wamsutta Mills, 50- 
odd miles away in New Bedford, 
Mass., which is serviced by Mc- 
Cann in New York. 


@ Many more examples could be 
offered of New York operations 
attracting New England adver- 


tisers with money to spend. The | 


most recent blow was struck in 
(Continued on Page 4) 


Shaw Sells Nylast 
to Seeman: National 
Ad Drive to Come 


PHILADELPHIA, Aug. 21—Nylast, 
a packaged nylon stocking rinse 
which both cleanses and protects 
the nylon fibers to insure longer 
wear, has been sold by Shaw Prod- 
ucts Co. here to Seeman Brothers, 
New York wholesale distributor. 

Alan Kane, one of the inventors, 
told ADVERTISING AcE Nylast will 
be repackaged by its new owners 
and then will be distributed na- 
tionally for the first time. 

Seeman, he said, plans to launch 
a national advertising program for 
Nylast in the fall with a budget 
that may top $1,000,000. Wm. H. 
Weintraub & Co. in New York 
has been named to handle the ac- 
count. 

Shaw Products Co. first brought 
out the product two years ago with 


a test run in this region. On the , 


basis of that successful test, Nylast 
was placed in five major eastern 
markets. 


Its Here! Americas Familys New Sods Sensation | 


THE FIRST DETERGENT MADE 
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SOAP’S DETERGENT—This two-color news- 

paper ad opens a test near Chicago for 

Procter & Gamble’s American Family de- 

tergent. American Family soap has long 

been a leader in the Chicago area. (See 
story on Page 59.) 


Webster Opposes 


License Renewal 
For WWDC-FM 


WASHINGTON, Aug. 21—A mem- 
ber of the Federal Communica- 
tions Commission charged today 
|that the commission has been 
granting license renewals for trans- 
it broadcasters without considering 
the possibility that they operate 
jin violation of the Communica- 
| tions Act and FCC rules. 

Commissioner E. M. Webster is- 
sued a special statement contend- 
ing that the commission had 
| “erred” by renewing the license 
of WWDC-FM, transitcasting sta- 
tion here. 

“The commission was not en- 


(Continued on Page 55) 
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| Endust, but Mr. Cohen is confident 
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CBS Tells Structure 


Chemist Cohen 
Starts All Over 
to Sell Endust 


WASHINGTON, Aug. 20—Early | 
next month, David Cohen starts | 
on a great adventure which may | 
develop into one of the Cinderella | 
business stories of 1952 or 1953. 

Or, of course, it may not. 

Mr. Cohen has a new product 
called Endust which he is intro- 
ducing in the Washington area, | 
and—he hopes—eventually to the | 
entire country. His advertising | 
agency, Henry J. Kaufman & As- 
thinks that, with luck, 
the product “may be another Glass 
Wax.” 

There is no word to describe 


| rate 


that the average housewife will 
have little trouble catching the 
point. 


s Endust is a spray-type chemical. 
Applied .to dustmops, dust-rags— 
or even facial tissues—it causes 
dust to adhere, thus eliminating 
much of the chore and discomfort 
of keeping a home clean. 

“Every woman knows,” Mr. Co- 
hen says, “that the mop or dust- 
rag picks up only a small percent- 
age of house dust. Mostly, the dust 
is merely moved from one place 
to another. 

“With Endust, it congeals on the 
rag or mop. After a ‘once over,’ the 
housewife brushes off the clusters 
of dirt. There is no shaking out, 
no dust flying around in the air.” 

A chemist by profession, Mr. 

(Continued on Page 58) 


_ Last Minute News Flashes 


Embassy Cigarets, Continental Oil Leave Geyer 


New York, Aug. 22—Two Geyer, Newell & Ganger accounts went 
to other agencies this week. P. Lorillard switched Embassy cigarets | 
trom GN&G to Lennen & Mitchell, while Continental Oil Co., Houston, | 


GN&G account that it has added, Chicopee Mills and United Aircraft 
having previously switched to L&M. | 


‘Chicago & Southern Names Adams Agency 

Mempuis, Aug. 22—Chicago & Southern Air Lines, which plans to 
merge with Delta Air Lines, Atlanta, has appointed Delta’s agency, 
Burke Dowling Adams Inc., to handle its account, effective Sept. 1. 
Laughlin, Wilson, Baxter & Persons has handled C&S for the past five 
years. The C&S fall campaign opens Sept. 7 with half-page color ads 
in key cites it serves. TV and radio spots, trade publications, direct 
mail and painted bulletins are also scheduled. 


Cecil & Presbrey Gets Mennen Foam Shave 

Newark, Aug. 22—The Mennen Co. has named Cecil & Presbrey to 
handle its Mennen foam shave, an aerosol shaving preparation which 
will soon be put on the market. The company said the appaintment in 
no way affects relations with its other agencies. 


General Motors Buys NCAA Football Series 


New York, Aug. 22—General Motors will sponsor the 11-game Na- 
tional Collegiate Athletic Assn. approved schedule of top football 


games over NBC-TV starting Sept. 20 with Texas Christian vs. Kansas. 


Time is being cleared through Kudner Agency. This series reportedly 
will cost General Motors approximately $2,500,000 for rights and time. 
(Additional News Flashes on Page 59) 


| CBS 


of New Radio Rates 


Rates Become Effective 
Aug. 25 as Nearly All 
Affiliates Give Okay 


New York, Aug. 22—While oth- 
er major networks burn the mid- 
night oil in a race to counter the 

radio network’s nighttime 
cut, Columbia moves ahead 
toward an Aug. 25 effective date, 
with more than 95% of its affili- 
ates having approved the revisions. 

The next break in the network 
radio rate line is expected to come 
at National Broadcasting Co. At 
press time NBC executives would 


| not say whether they plan to cut 


the basic nighttime rate or to 
emulate the CBS technique of 
making the reduction through dis- 
count revisions. Nor would they 
indicate whether the NBC cut will 
be sharper than the 25% decrease 
offered by CBS. 


# NBC will probably be ready to 
inform its stations of the network’s 
projected time cost realignments 
by the end of next week. 

Meanwhile, details of the new 
CBS cost schedule were forwarded 
to advertisers and agencies today 
in a letter from John Karol, v.p. 
in charge of AM network sales. 

The letter reiterated the three 
major changes already announced 
(AA, Aug. 18): 

1. An average reduction of 25% 
for nighttime advertisers. 

2. An increase of 5.5% for most 
Monday through Friday daytime 
advertisers. 

3. A reduction of Saturday and 
Sunday morning costs to make 


|them uniform with Saturday and 


(Continued on Page 59) 


Lewyt Budgets More 
Than $1,000,000 for 
Four-Month Drive 


Boston, Aug. 20—The vacuum 
cleaner division of Lewyt Corp. 
expects to spend more than $1,- 
000,000 within a four-month peri- 


shifted to Benton & Bowles. For Lennen & Mitchell, it makes the third od this fall. 


Alex M. Lewyt, president of the 
Brooklyn, N. Y., company, called 
it the largest ad drive in vacuum 
cleaner history. He declared that 
a survey conducted by his com- 
pany showed that 43% of all 
Lewyt cleaner sales resulted di- 
rectly from national advertising. 

“The logical step,” he told a re- 
gional distributors meeting here, 
“and the one we are taking, is to 
increase our advertising budget in 


| line with our ever-increasing sales 


potential.” 


s Mr. Lewyt, who predicted that 
5,000,000 vacuum cleaners will be 
sold annually by 1955, said the in- 
dustry is rapidly becoming more 
advertising conscious. “We take 
pride in the fact that Lewyt has 
led the way in aggressive vacuum 
cleaner advertising. There is no 
question that advertising, when 


(Continued on Page 30) 


Beer te a ES od. Ii SoMa OPS ga SF ~ SS ee We 5 ee 7 SR ie, EY Sac :; Bey «a Se SS + Lage ee 1 es , 
os Re a 4 See eae Bigs wa ce ae Kae TS ee “ie ee | ae = i eis is 
Ss ef pec co a ae ae Piste aoa! : : : Boece’ «ae eS . ae Genet" Sie a gos a es —s Pa sae oy eat eee oo ay 
Be 
kh ll 
ee 
he; ae 
ee 
ot 
eet 
ee 
ee 
ee 
a ee 
ae 
ae 
va < ahe 
a eae 
2 Gxeae 
CSCS os Sage 
7 
lee Oe 4 2 
ee fae 
ae rg 

. e 

ae 
\ Bea cn 4 
‘oie tit Wie 
Brae at 
Be. Shae ae: 
7. + — Ss 
— MERAY pe 
57 —— Fi a 
ia* ie : ae 
> ier 1, Ma eee Nh Ney 28 yrs 
rw , Ses 1: a 
cimpee cr} as 
—— Beer. 
se Bea 
Seeger Ab temeree mmm \ aes” A f c bap 33%, 
B= ae . a 5 
Bs) 3 aR . ee 
- ee 
er 
et 
ae 
a 
ae 
NY aoa 
ee 
ee 
oe 
: t 
“he 

oe 
in bs, 7 
* 
oes 
a ae 
eile 
i 
5 ES. 
eee 
a = tiie : 
ee a 3 

a hs ee 
Po c fe 
i i ere 
ee 2 aes 
— — Wwe en 

: ee 

ae 
ee = ic ae 
eee. 4" 
72 Bs 

7 ae 
ae og ES 
- 
Bei 
Bee 
oo gs pe ae 
eee 
ee ie 
an a 
a 
Po .*. 
ee 
Se eee 
Oe a 
ee ie 
a es 
es 
ge 

ee i a Seine oi = 

- : ii TT we : vs ‘ a ee. ee Sipe anak 
meen se Ss a eae 2 Beer ach a eae ee a Be: “3 9 eee ee) ee ey a a a. Sees Oe Pee ie 
Pol. |. ee: Sf ne ee | | 4 ee 
Pete. ain 4 ee Maes : ae Bo del sae ee re eee oak Tee ape a: fe ES eee en a 


CBS Radio Rates 
Will Stabilize 


Values: Karol 


CBS V.P. Criticizes 
Nielsen for ‘Penalizing’ 
Secondary Radio Sets 


Sr. Louris, Aug. 19—John J. 
Karol, v.p. in charge of network 
sales for the CBS Radio Network, 
today predicted that the Columbia 
rate changes 
which go into ef- 
fect Aug. 25 “wil! | 
stabilize radio} 
values for a long 
time 
He made the 
statement in a 
speech before the 
St. Louis Adver- 
tising Club. 

Mr. Karol said 
the stabilization 
would be brought 
about in two ways: 

“All the evidence that we have 
is that values set up by this new 
discount structure will stand for a 
long, long time as basic and fair 
and profitable values to our ad- 

lertisers. 

CBS Radio, by being the leader 

audiences and values, has taken 
@® step which should stand as a 
Pench-mark for other broadcast- 


John Karol 


® Columbia's new radio rate struc- 
ture, agreed upon in a compromise 
ween the network and its af- 
ates, calls for a nighttime cut of 
%, a daytime increase of 5% 
most Monday through Friday 
ertisers and a _ reduction of 

turday and Sunday morning 

s to the level of Saturday and 

day afternoon costs (AA, Aug. 

These revisions were made 
@Hrough discount adjustments. 
ommenting on the CBS cost 
ture, Mr. Karol said: 

Just how low our cost has been 
k@pt is pointed up by a comparison 
ofCBS Radio values in 1937, when 
we had 90 stations, and in 1952 
When we have over 190. The cost 
of an evening half-hour will be 
$488 less than it was in 1937. Dur- 
= this same period of time the 

umber of radio homes has in- 
creased 75%—from 24,500,000 to 
nearly 43,000,000. And for one dol- 
lar of time cost the number of 
radio homes available has _ in- 
creased 85%. In fact, even if you 
deduct all the homes with televi- 
sion (which is obviously absurd), 
your dollar of time cost today is 
still 8% more efficient than it was 
in 1937.” 


@ The CBS executive called at- 
tention to the fact that 10,000,000 
radio sets were sold last year, He 
added, “All this money isn’t being 
invested in radio sets so they can 
be used as book-ends.” 

As another indication of the 
strength of radio, he quoted Nielsen 
findings for the first five months 
of 1952 which show “that the aver- | 
age U.S. family spends three and 
a quarter heurs per day with radio | 
and two hours per day with tele- 
vision.” This is despite the fact 
that the Nielsen Audimeter meas- 
urement “penalizes” the actual use | 
of radio by giving “comparatively | 
little attention” to secondary sets, 
now a major point of radio listen- | 
ing, Mr. Karol said. | 
® “This fact is dramatically docu- 
mented by the regular reports of 
radio sets-in-use in TV homes by 
Telepulse,” he said. “Now Nielsen, 
for the nighttime hours, not only 
shows no great change last season 
in radio listening in these televi- 
sion homes, it shows virtually no 


to come.” 


listening. However, Telepulse, with Dear 


Cincin 
| nati, is offering this ad-clock called the | 


AD-CLOCK—Dualite Displays Inc., 

“Versadial,” available with advertising im- 

prints for use as a Christmas gift or deal- 
er premium. 


| greater flexibility in its measure- 
ment of more radios per home, 
shows this important change: In 
the past season, in the top ten TV 
cities measured by Telepulse, 
evening radio sets-in-use in TV 
homes has increased 28% —an in- 
crease from 14.1 in October, 1951, 
to 18.1 in April, 1952. Every one 
of these cities showed an increase, 
from 1% in Philadelphia to 56% 
in New York and including an 8% 
increase in our own city of St. 
Louis. 


s “This is the story of radio in 
the television homes of television 
areas. But as you know, not all 
homes in TV areas have TV sets. 
In fact the average television pro- 
gram, seen as it is in 30 to 35 mar- 
kets, actually misses about 70% 
of the homes in our land. And just 
as important to the advertiser is 
the fact that in every case where 
we have asked the Nielsen com- 
pany to measure the audience of 
a radio program both including 
and excluding the major TV mar- 
kets, we have found these same 
conclusions to be true: The ad- 
vertiser loses two to four times 
more audience than he saves mon- 
ey and he loses his cheapest circu- 
lation.” 


John H. Wilkins Co. 
Names Ver Standig 


WASHINGTON, Aug. 20—The John 
H. Wilkins Co. announced today 
that it has retained M. Belmont 
Ver Standig Advertising, Washing- 
ton, as agency for Wilkins coffee. 


Appointment of Ver Standig 
represents the first change of 
agency for the company in 23 
years. 


Advertising plans now in prep- 
aration include two new test cam- 
paigns in the Washington area in 
October. 

Wilkins is one of the top-selling 
brands in this area. 


Peck & Peck, ‘C&S’ Combine 


A tie-in ad will run in the Sep- 
tember issue of Harper's Bazaar 
for Peck & Peck and Schieffelin 
& Co., plugging a “Scotland plus 
Paris” fall promotion. Keyed to a 
full-page ad in which Peck & Peck 
unites Scotch tweeds and French 


design in original fashion ideas, 
Schieffelin has taken the opposite 
page for “C&S”, its new after- 


dinner liqueur of Scotch poured 
half-and-half with the French 
liqueur, Yellow Chartreuse. Ab- 
bott Kimball Co., New York, is the 
Schieffelin agency. Pedlar & Ryan, 
New York, represents Peck & Peck. 


M&F Appoints Harris A.E. 

Larry Harris, formerly with 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, and Western Advertis- 
ing, Chicago, has been named an 
account executive for Meldrum & 
Fewsmith, Cleveland agency with 
branches in Detroit and New York. 
He will work on the Dearborn 
Motors Corp. account. Dearborn 
Motors is the national marketing 
organization for Ford tractors and 
born farm equipment. 


PIB 6-Month Report Shows Greater 


Ad Outlays for Most Product Groups 


About Half of TV 
Stations’ Expenses 
Are for Talent: FCC 


WasHINGTON, Aug. 21—Four TV |Information Bureau reported this | 


networks and 108 stations spent} week that gains were registered | 
in| 
business and financial advertising, | 


almost as much for talent in 1951 | 
as seven radio networks and 2,025 
stations did in 1950, the Federal} 
Communications Commission re- 
vealed today. 

The commission’s final tabula- 
jtion of TV’s 1951 income state- 
| ments revealed that 43.7% of the 
expenses of 93 TV stations were 
|for programming, compared with 
133.7% for programming by the 
| average radio station in 1950. 

Preliminary figures issued by 
FCC earlier in the year showed 
| that TV revenue, at $235,700,000, 
| had more than doubled since 1950 
| and that the industry earned 
| enough in 1951 to more than offset 
}its 1949 and 1950 losses. 


s The final reports included this 
additional information: 

1. TV’s broadcast revenues in- 
cluded time sales of $175,300,000 
(after commissions to agencies); 
talent sales and commissions $33,- 
000,000; sale of program material 
or service $27,000,000. 

2. Network time sales (before 
commissions) were $97,600,000, up 
177% from 1950, and close behind 
the $114,000,000 realized by net- 
works for time sales in 1950. 

Station time sales to national 
and regional advertisers (spot) 
was $59,700,000 (up 139%) and 
sales to local advertisers were 
$51,300,000 (up 69%). 

Total operating expenses of four 
TV networks and 108 stations were 
$194,100,000, slightly more than 
half the total operating cost of 
the entire radio industry, includ- 
ing seven networks and 2,025 sta- 
tions. TV programming cost a total 
of $109,100,000, compared with 
$140,800,000 for radio. 


@ While programming consumed a 
larger percentage of TV operating 
cost than radio operating cost, sell- 
ing expense of the average TV sta- 
tion was only 7.6%, compared 
with 14.2% reported by the aver- 
age radio station. 

TV networks said only 5.7% of 
their expense was for selling. In 
1950 radio networks assigned 
13.7% of their expense to selling. 

Earlier FCC found that 92 of 
| 106 stations operated profitably. 
| Eight of the 14 losing stations 
were in New York and Los An- 
geles, the two seven-station mar- 
kets. 


Guastella McCann Gets Four 
Accounts in Mexico, Havana 

Two offices of Guastella Mc- 
Cann-Erickson, S. A., have been 
| appointed to handle four new ac- 
| counts. The Mexico City office 
|} has been appointed by Cross-Al- 
len, S. A., to handle advertising of 
industrial products which it dis- 
tributes in Mexico, including Ben- 
dix-Westinghouse air brakes. 


| Newspapers will be used. Especial- 
idades Modernas S. A., Mexican 
distributor for Shaler products, 
has named the agency to handle 
newspapers, radio and outdoor. 
The Havana office has been ap-| 
pointed to direct advertising by | 
Carameles Fruna S. A., candy man- | 
ufacturer, for whom radio, news-| 
papers and point of sale will be) 
used, and Cia. Mercados Progreso! 
S. A., grocer, for whom newspa- | 
pers and business papers will be} 
used. 


Appoints Edward Freedman 
Chicago Show Printing Co. has 
appointed Edward Freedman, for- 
merly with Davidson & Hansen, 
art director for the company’s 
eastern division. ' 


Apparel Advertising 
is Only Classification 
Not Gaining in Period 


New York, Aug. 20—Publishers 


in the January-June period 


tobacco, drugs and toiletries, foods 
and beverages, household goods 
and building, and transportation 
and agriculture. Apparel advertis- 
ing showed no gain. 

Business and financial, said the 
PIB, gained 19% on the corres- 
ponding 1951 period. Network TV 
(time charges only) was up 31%, 
magazines 21%, newspaper sec- 
tions 4% and network radio (time 
charges only) 1%. Total spent in 
these media amounted to $53,630,- 
031 compared to $45,247,619 for 
the first half of ’51. 

The five leading tobacco ad- 
vertisers (included in PIB’s gen- 
eral section, which also lists mo- 
tion picture advertising, jewelry, 
optical goods & cameras, and pets 
& pet supplies) all “added sizable 
amounts” to their 1951 budgets. 

Increases ran like this: R. J. 
Reynolds, up $1,545,540; Liggett 
& Myers, $1,229,570; American 
Tobacco, $1,100,875; P. Lorillard, 
$465,586, and Philip Morris, $585,- 
762. 


® Media totals for the general list 
were $61,177,245 for the first half 
of 1952 as against $53,121,750 for 
the same period last year. Maga- 
zines got $28,621,882 this year; 
newspaper sections, $3,075,607; 
network radio, $12,655,327, and 
network TV, $16,824,429. 


(Continued on Page 61) 


Can You Paint a 
Lemon on Your Car? 
Court Will Decide 


WaAsurincTon, Aug. 21—The right 
of an auto owner to paint the word 
“lemon” on the side of his car will 
be decided here next month. 

Last week, Cpl. Frank Farkas 
was convicted in district court for 
violating a local ordinance which 
prohibits any sign casting “scorn- 
ful derision or ridicule on any 
make of car.” 

However, when Cpl. Farkas ap- 
peared today before Judge Andrew 
J. Howard Jr. for sentencing, the 
judge awarded him a new trial on 
Sept. 17. 

Cpl. Farkas’ attorney, H. Clifford 
Adler, argued that the rule against 
disparaging automobile manufac- 
turers is an illegal use of police 
power, since it is designed to pro- 
tect manufacturers, rather than 
achieve a police purpose. 


® Cpl. Farkas said he painted the 
word “lemon” and some pictures 
of the fruit on the sides of his 1949 
Ford after he paid out $600 in re- 
pairs in three months. He felt the 
court ruling 
right of free speech 

The Washington Post urged him 
on editorially, blasting the regula- 
tion as “silly.” 


The Post said the auto industry | 


ought to be content to rely on the 
law of libel, where a libel is com- 
mitted, instead of demanding that 
their brand names be singled out 
for favored treatment. 

“It’s still an American right, we 


| think, to call a spade a spade, and 


a lemon a lemon,” the Post said. 
“After all, Cpl. Farkas did not call 
it a ‘Ford lemon,’ and it is a de- 
monstrable fact that the Ford Mo- 
tor Co. has made many millions of 
cars that are not lemons.” 


interfered with his 
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HERE HE COMES—This ad in Life, Quick, 

True and 380 newspapers will introduce 

Speedy, new trade character of Florists’ 
Telegraph Delivery Assn. 


‘Speedy’ to Help 
Florists Promote 
Delivery by Wire 


New York, Aug. 19—Selling 
flowers by wire is a boy’s job. 

At least that’s the belief of the 
Florists’ Telegraph Delivery Assn., 
which has come up with a new 
trade character named Speedy, a 
diaper-clad youngster who sports 
winged heels, a winged hat and a 
bouquet. Speedy is somewhat 
more appealing than his old man, a 
fellow named Mercury. 

The FTDA, a group of 9,500 
florists who annually fill 4,000,000 
orders for flowers-by-wire, had 
previously spent a large part of its 
$1,250,000 ad budget to make Merc 
familiar to the public. 

Now that Speedy’s on the scene, 
the boy will play a big role in the 
association's advertising and mer- 
chandising. Speedy’s big job will 
be to provide more positive identi- 
fication between FTDA’s national 
magazine and newspaper advertis- 
ing and each member’s shop. 


® Speedy, who looks like his pop 
except that he’s got “plenty of 
warmth, appeal and vitality,” will 
be introduced to the public in the 
Aug. 25 Quick. Then he’ll appear 
in the Sept. 1 Life and the Sep- 
tember True and in 380 newspa- 
pers in 227 cities. Handling the 
introductions will be Grant Ad- 
vertising. 

| Grant has also arranged illumi- 
|nated vinyl plastic likenesses of 
| the cherub, which will grace the 
windows of the 9,500 member 
flower shops in the U.S. and 
Canada. 


Broom Prices Going Up 

| An increase in the price of 
brooms is foreseen as a result of 
the U. S. Department of Agri- 
culture’s prediction of the second 
shortest crop of broomcorn on rec- 
ord—27,900 tons. Drought is the 
principal reason given for the an- 
ticipated short crop. Broomcorn 
accounts for approximately 60% 
| of the cost of a broom. 
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Servel Plans Big Magazine Drive 
for 80-Lb., $149.50 Refrigerette 


EVANSVILLE, INp., Aug. 19—Ser- fit into the decor of any room. It 
vel Inc. will run 21 national ads has a plastic cabinet and can 
in 90 days this fall to launch a serve as a table or counter top. 
new appliance—a small mobile re- In particular, Servel sees great 
frigerator designed as a furniture uses for the unit in living rooms. 
piece. nurseries, play rooms, business of- 

The refrigerette will be sold as| fices and doctors’ offices. Equipped | 
the Servel Electric Wonderbar. It with casters, the refrigerette can 
has a _two-cubic-foot capacity, be moved from one room to an-| 
weighs 80 pounds and is priced at other. 
$149.50 with a mahogany finish. 
Removable legs and casters are $10 = The Wonderbar has two regu-| 
more. A blond or white finish also} jar-size ice trays and a removable 


will add $10 more to the price. 

Servel introduced the Wonder- 
bar in Chicago yesterday in the| 
first of a series of regional distrib- 
utor meetings. The trade campaign 
starts next month with four pages 
in Retailing Daily. By mid-Sep- 
tember stocks will be in the hands 
of dealers, and in October the na- 
tional ad campaign will get under 
way. 


@ Through its agency, Hicks & 
Greist, Servel will place a color 
spread in the Oct. 13 Life, a color 
page in the Oct. 25 Saturday Eve- 
ning Post and color pages in Octo- 
ber issues of Better Homes & Gar-| 
dens, Fortune, House Beautiful 
and Sunset. In November, there! 
will be a full page in American 
Home, House & Garden, the Nov. 
24 Time and two-thirds pages in 
the Nov. 8 New Yorker and Sun- 
set. December will see half-pages 
in American Home, Better Homes 
& Gardens, Esquire, Fortune, House 
Beautiful, House & Garden, Life 
and The Saturday Evening Post:| 
and two-thirds pages in The New 
Yorker and Time. 

Eight more magazine ads are 
scheduled for January and Feb- 
ruary to round out the initial phase 
of the Wonderbar campaign. Last 
year Servel’s nationai magazine 
advertising for all its refrigerators 
was reported at $470,348. 


| plastic tray for snacks. It holds as 
many as 42 cans or 23 bottles of 
beer. The door pulls down from the 
top and can serve as a bar area. 
It operates on AC or DC current, 
and special voltage modeis will be 
offered for use on boats and 
trailers. 

In addition to its national ad- 
vertising, Servel has developed a 
complete merchandising program 
for dealers. Materials include fold- 
ers, envelope stuffers, banners, 
stickers, ribbons, display pieces 
and streamers. There are special 
folders for the business and medi- 
cal fields and these will be backed 
by Servel ads in the Journal of the 
American Medical Assn., Modern 
Hospital, Office Appliances and 
Office Management and Equip- 
ment. 

For local introduction of the 
Wonderbar, Servel is offering 
dealers spot radio announcements, 
20-second TV film commercials 
and newspaper ad mats. Some of 
the newspaper ads feature a “free 
Coke” promotion: the dealer in- 
vites readers to look at the Worn- 
derbar and offers “all the Coke you 
can drink” and a free carry-home 
carton of Cokes. 


@ Servel announced appointment 
of Neal A. Schuman as sales man- 
ager for the portable electric re- 
frigerator. Mr. Schuman was for- 
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REFRIGERETTE—Golor page which Servel will run in the Oct. 25 Saturday Evening 
Post shows uses of its new furniture-styled refrigerator. 


I. C. Railroad and Trucking Assn. 
Wage Road Cost Battle in Their Ads 


| New Orveans, Aug. 19—The ad 
columns of the New Orleans 
Times-Picayune this month be- 
came a verbal battle ground for a 
major railroad and the trucking 
industry. 

Hostilities were started by the 
Illinois Central Railroad on Aug. 


Record Makers Ask 
TV Manufacturers to 
Put Players in Sets 


New York, Aug. 20—The record 


® Promotion of the Wonderbar will|merly general sales manager of 
be along the lines that a second! Astral Industries Inc., Rockleigh, 
automatic refrigerator is needed in| N. J., and was western regional 


manufacturers would like to see 
more phonograph-equipped tele- 
vision sets. 


7, when Wayne A. Johnston, pres- 
ident of the lines, signed a 2-col- 
umn, 400-line ad which charged 


the home. Its introduction follows | 
many recent statements by W. 
Paul Jones, Servel president, that 
such a product is necessary if the | 
industry is to survive the present 
refrigerator saturation. Mr. Jones 
has been quoted as saying that the 
only trouble with the automatic 
refrigerator is that it “never seems 
to wear out.” 

The new Servel product works 
on the absorption freezing princi- 
ple and is designed so that it can, 


manager of the Bendix home ap- 
pliance division of Avco. 

While introducing the new ap- 
pliance, Servel is also acquainting 
the trade with its new slogan: “The 
name to watch for great advances 
in refrigeration and air condition- 
ing.”’ This will appear in all of the 
company’s advertising. The appli- 
ance maker is one of the new en- 
tries in the air conditioning field 
and will show its 1953 line this 
fall. 


Frank H. Lee Will Run Six-Page Gatefold 
in ‘Esquire’; Fatt Plugs It in Trade Ad 


New York, Aug. 20—Frank H. 
Lee Co., manufacturer of Lee and 
Disney hats, will use a six-page 
gatefold for Disney hats in the 
November issue of Esquire. This is 
reportedly the largest single ad- 
vertisement ever developed for a 
men’s apparel line. 

The six-page promotion will key 
Disney’s fall and winter campaign, 
Emanuel A. Korchnoy, v.p. and 
sales and advertising director of 
the Lee Co., said. 

The gatefold opens with edito- 
rial-style copy, then spreads to 
three full-page, half-life-size color 
illustrations, and concludes with 
a list of 300 retailers who will tie 
in with the ad with merchandise | 
presentations and local advertising. | 


s In the September issue of Men’s 
Wear, Grey Advertising Agency, 
which handles the Lee account, 
will run a full-page open letter 
over the signature of Arthur C. 
Fatt, executive v.p. of the agency, 
to explain to retailers that the Lee | 
ad, to be run in November Esquire, | 


is new in merchandising approach, 
copy, art and layout. He will also 
say that some Disney hat fran- 
chises are open and will suggest 
that retailers interested get in 
touch with him or the company. 
Explaining the thinking behind 
the campaign, Mr. Korchnoy said, 
“First we wanted to present our 
new authentic fashions in men’s 
hats emphatically. Second, for 
dealers, we wanted to create a 
unified merchandising presenta- 
tion that would enable them, in 


effect, to become national adver- | 


tisers. In the future, we plan to Hollingshead Appoints Jones 


build upon this program with 
similar mass impact methods.” 


Quality Appoints Haimann 


has been named assistant market- 
ing and sales promotion manager 


|for Quality Importers Inc., New 
| York national 


distributor of 
Welch’s wine and Ambassador 
Scotch. He also is assistant adver- 
tising manager for Quality. 


This being the case, they have) the trucking industry with tearing 
decided to do something about it— | up the nation’s roads. 
through the Record Industry Asen.| The issue was joined Sunday, 
of America. First step in the effort | Aug. 17, when the Louisiana Motor 
was a meeting with representa-| Transport Assn. came back with 
tives of the Radio-Television Man- | a 2-column, 600-line ad which ac- 
ufacturers Assn. The latter group| cused the railroads of trying to 
was asked to help promote the idea | stifle competition. 
that TV sets should contain either | 
record playing equipment or phono |® The initial ad placed by the IC 


jacks. 


Members of the record industry 
pointed out that only about 4% of 
the new TV sets coming on the 
market incorporate record players, 
while during the first quarter of 
1956 more than 20% of all video 
receivers were phono-equipped. 

Next step will be the reactiva- 
tion of the RTMA’s phonograph 
industry committee to direct a 
survey among set makers to deter- 
mine how many models are being 
made with phono jacks. 


Arndt & Co. Adds Publicity 


John Falkner Arndt & Co., Phila- 
delphia, has been named technical 
publicity representative for Syn- 
thane Corp., Oaks, Pa. Synthane 
is a maker of laminated thermo- 
setting plastics. Arndt also handles 
the company’s advertising. 


Philip Jones, formerly adminis- 


| trative assistant at Montgomery 
| Ward & Co., has been named as- 
| sistant director of sales and mer- 


Walter M. Haimann, formerly | chandising for R. M. Hollingshead 


| with Ruthrauff & Ryan, New York, 


Corp., Camden, N. J. 


Reach Co. Names Lee 
Robert E. Lee, formerly with J. 
Walter Thompson Co., has been 
appointed executive art director of 
vo Dallas Reach Co., New 
ork. 


was addressed to the public and 


}headlined: “They Hurt You... 
| more than they hurt us.” The copy 
| explained: . 


| “The big trucks crowding the 
| highways are real competition for 
the Illinois Central and other rail- 
jroads. They have taken over a 
|sizable part of the freight-haul- 
|ing business. 
| “But this doesn’t hurt us half 
as much as it hurts you. Because 
it’s your roads that the big trucks 
are battering to pieces. Your tax 
money built these roads and your 
tax money repairs the damage the 
| trucks do.” 
- Mr. Johnston cited examples to 
show that the bigger the truck, the 
|greater the damage: a 22,400- 
| pound axle load breaks up roads 
|6.4 times as fast as an 18,000- 
|pound load, a 44,800-pound axle 
{load causes 12.3 times as much 
| damage as a 32,000-pound load. He 
| then added: 
“Now a powerful lobby demands 
hundreds of millions of dollars 
| for highway improvements. There’s 
/no question of the need. But the 
big trucks haven’t yet suggested 
that they will pay their fair share 
of the cost—a share based on the 
speed with which they wear out 
your roads. 
“They would rather have you go 
| (Continued on Page 60) 


Additional Cost 
of Living Data 


May Be Revealed 


WasHincton, Aug. 21—An offi- 
cial of the Bureau of Labor Sta- 
tistics revealed today that his 
agency is considering further tabu- 
lations of the mass of consumer 
expenditure data which was col- 


| lected as the basis for revision of 


the sgency’s “cost of living” index. 

Preliminary data from _ inter- 
views with 12,500 consumers in 91 
cities, released last week, showed 
that the average U. S. family spent 
more money than it received in 
1950 (AA, Aug. 18). 

In releasing the results of the 
survey, BLS pointed out that the 
1950 figure was somewhat dis- 
torted because of unusually high 
expenditures on durables and ap- 
pliances immediately after the out- 
break of fighting in Korea. 


8 Breakdowns of the expenditure 
data for each of the 91 cities visited 
by BLS experts will be available 
in a special bulletin now being 


processed at the Government 
Printing Office. 
The bulletin, BLS bulletin 


No. 1097, will be almost entire} 
tabular matter, and will be avail 
able from the Government Print 
ing Office some time during th 
latter half of September, accordin 
to BLS officials. 

Meanwhile, Edward Hollander 
chief of the BLS prices and cos 
of living division, revealed tha 
representatives of advertising an 


media are included in a group thaf® 


has been invited to investigate 
(Continued on Page 57) 


Pioneer Suspender 
Expands Campaign 


on Reversible Line 


DarBy, Pa., Aug. 
Suspender Co. will spotlight i 
new style development, reversib] 
accessories in men’s wear, in a fal 
campaign starting with a full-color 
ad in the Sept. 20 Saturday Eve- 
ning Post. 

Pioneer originated reversible 


19—Pioneer) 


accessories last spring with a 2-in- 
1 reversible elastic belt. The new 
style caught on so well that the 
company has now developed a re- 
versible stretchway leather belt, 
reversible braces and tie bar. 
The Post ad carries out the 
“Turn a Styles” theme in its lay- 
out, reversing the use of black and 
white. Dealer mats, displays and 
other point of purchase material 
are being distributed to Pioneer 
dealers throughout the country. 
Pioneer, through N. W. Ayer & 
Son, Philadelphia, will also use 
Boys’ Outfitter, Esquire, Esquire’s 
Apparel Arts, Life, Look, Men’s 
Wear and The New Yorker. 


Whipple & Black, Detroit, 
Appoints Arthur Clifford 


Arthur Clifford, formerly an ac- 
count executive at Holden, Clif- 
ford, Flint Inc., Detroit, has joined 
Whipple & Black, 
Detroit agency. 

Confined to a 
wheelchair as a 
result of polio- 
myelitis at the 
age of two, Mr. 
Clifford is wide- 
ly known in 
southeastern 
Michigan as “that 
adman in the 
wheelchair.” De- 
spite his disabil- 
ity, he refuses to 
be tied to a desk. He calls on 


Arthur Clifford 


| clients, art studios, printers, broad- 


casters and other media in the 
course of his work. He drives his 
own car with his wheelchair 
folded up in the back, 
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count Which, bs iniety aust. | ighlights of the Week’s News 


ards, was competitive and there- 


Carter's Ink Is Going Back to Boston; 


Move Cheers New England Agencies 


(Continued from Page 1) 
May when Reed & Barton with- 
drew its silverware billings from 
Padger and Browning & Parcher 
in favor of Hewitt, Ogilvy, Benson 
& Mather 

The fact is that New York agen- 
cies are as habituated to this modus 
vivendi as are their Boston broth- 
ers. New England provides more 
recr>ational facilities for their per- 
sonnel than just Cape Cod and the 
Maine coast 

Agencies here hesitate to publi- 
cize their operations in the trade 
press because they know the in- 
evitable result will be an ava- 
lanche of new business teams land- 
ings at Boston’s Logan Airport, 
armed with glittering presenta- 
tions and luscious offers of “ad- 
vertising on account.” It takes a 
stubborn loyalty as well as mere 


satisfaction with present service 
to resist these high powered bland- 
ishments. And the migration rec- 
ord shows how glamorous the big 
city boys can be. 


® To run a color page in a repu- 
table consumer magazine is tanta- | 
mount to an open invitation to the| 
Gotham outsiders, the president 
of one of Boston’s largest agencies 
told ADVERTISING AGE. 

Another confided to AA that on 
the basis of one publicity story in 
these columns, one of the country’s 
largest agencies approached his cli- 
ent, whose account he was build- 
ing patiently and with outstanding 
success, with a dazzling presenta- 
tion including a credit arrange- 
ment he couldn’t afford. 

A happy ending came, however, 
when the New York agency dis- 


fore had to withdraw. 


® Advertising has developed into | 


| a particularly fast moving and un- 
sentimental business with an ex- 
tremely pragmatic emphasis. Only 
the fittest survive, and the future 
is as close as tomorrow. 

Perhaps Boston’s proximity to 
New York always will limit its 
agencies to a secondary role in 
East Coast advertising. 

Or perhaps Carter’s Ink will 
Start something when it 
around to choosing its new shop 
next month. You can bet that 
agency men here hope so. 


Bellaire to Mogge-Privett 

Bellaire Products Inc., Bellaire, 
Tex., has named Mogge-Privett, 
Los Angeles, to handle advertising 
for the introduction of its new 
non-poisonous Dip-N-Rinse liquid 
Silver cleanser when it is intro- 


Sane in Pacific Coast markets this 
all. 


| It’s back to Boston for Carter’s Ink soon, and New England agencies 
| hope the return of this account to native soil will start a trend, for 
many New England advertisers use New York agencies ...... Page 1 
Although Fepsodent’s chlorophyll toothpaste is getting a big introduc- 
tory buildup, most advertisers of products with the green ingredient 
are expected to tone down chlorophyll claims .............. Page 1 
Now that the affiliates have okayed CBS rate changes, maybe the 
radio rate situation will remain stable for a long time. That is the 
prediction, anyway, of John Karol of CBS Radio ........ Pages 1 & 2 
Ad budgets are up for the first six months this year. According to Pub- 
lishers Information Bureau, nearly every product category shows 
advertisers are putting more money into the media PIB meas- 
ures 
The Servel Wonderbar, that new portable refrigerator, makes its 
debut this week and will get a healthy sendoff via 21 ads in maga- 


zines in the next 90 days, plus other promotion ............ Page 3 
Anti-fair trader John Schwegmann, still defiant, is busy breaking the 
McGuire fair trade law he unintentionally inspired .......... Page 29 


In the second of two articles on Compton Advertising, AA reports how 
teamwork contributes to the agency’s $30,000,000 business ..Page 36 
Even though P&G’s American Family soap ads have been saying real 
soap beats the detergents all hollow, American Family now has its 
own detergent and is test advertising it in two cities ...... Page 59 
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>. | Park & Tilford Ready ‘Pictorial Review’ Changes 
- for Annual Sales Push Full Color Requirements 
in Park & Tilford Distillers Corp., Pictorial Review, Sunday maga- 
% New York, will start its fifth an- zine distributed with ten Hearst 
es nual A.D.S. sales drive, in honor newspapers, will now accept less 
ped of Arthur D. Schulte, president, on than page units in full color. Full- 
_ Sept. 1. The drive, which will con- color space may be purchased in 
To tinue to the end of October, wil! three-fifths or half-page sizes in 
ed be implemented by an advertising any one or more of the ten news- 
‘old campaign on P&T’s “honor roll” of papers. ; 
ile liquors and wines. In addition, full pages in black 
= Media will include newspapers, and one color are now available. ee 
Bins magazines, outdoor posters, trans- ie 
. portation signs, point of sale and Monsanto Promotes Mueller 
business publications. H 
Potts Robert K. Mueller has been pro- 
: moted to general manager of the 
: 2 Develop TV Set for Blind plastics division of Monsanto 
3 CALL IT A screenless TV set, equipped Chemical Co., St. Louis, succeeding 
- with a small braille disk for the the late F. A. Abbiati. He has been 
bree convenience of blind users, was with Monsanto since 1935. 
is presented at a press conference in 
fee n l ] e1 Ice New York sponsored by WPIX and ,. in. W 
the me the New York Guild for the Jewish Lindsay Joins Erwin, Wasey 
ho a jean a Blind. The unit has been turned George G. Lindsay, formerly 
Bais more than 'srd of over to the American Foundation television account executive with 
ye ; s pe ¥ for the Blind, distributor of all KSTP-TV, Minneapolis, has joined 
1. oll powerful ——- special devices for the use of the the Minneapolis office of Erwin, 
nner advantage of blind. Wasey & Co. 
g the 
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at! THE DALLAS RALEIGH, North Carolina ee 
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ween|e An officer of the law in your rear- 
view mirror is strong influence. So is 
ee the word of a long-respected friend. 
iia e The News’ years of alert, careful 
la reporting and public service have 
a. earned the mene manag 
; You hear them say s 
Harry | of its readers. . ‘ 
>—for | saw it in The News, always with a Moving Along — Per Family Income 
P The note of assurance and finality. and FAST! 
ty © That, too, is Ps en @ Raleigh leads North Carolina $ 
safety | and wherever The News goes in ~ cities in Per Family Income and 
azines,| 72-county North Texas a = also stands 25th in the Nation.* 
in . a i ient to 
being | | fluence is an sur — fe Sati, iesecien wi aahibiien 
paper and ink, lending fa Weekdays — 172,305 1940 to 1950—a faster rate than 
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nsen @ r ally r ; (Publisher's Statement to ABC, 
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CRESMER & WOODWARD 


Rd . Rep: The Branham Company 
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THE HERALD TRIBUNE SCORES 


THE LARGEST GAIN" 
IN FINANCIAL ADVERTISIN 


OF ANY NEW YORK NEWSPAPER!. 


*92,000 Lines 


GAIN — FIRST HALF OF 1952 


THERE’S A REASON for the gain. It’s because advertising in the 
Herald Tribune reaches the profit portion of the New York Market 


cua produces extra dividends in sales for financial advertisers 


... for all advertisers! 


So no matter what you're selling ... you can sell more 


of it...and more often... in the Herald Tribune Quality 
Market—class market that buys mass ...FIVE BILLION 
DOLLARS BIG! Get the facts... now! 


i | New York Leaders > 
a Herald Tribune 


3ist in a series 
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MINOTTE CHATFIELD 

New Haven, Conn., Aug. 20 
Minotte E. Chatfield, 93, president 
of the wholesale paper specialty 
company bearing his name, and 
onetime owner of the old New 
Haven Times-Leader, died at his 


summer home in Branford, Conn., 
yesterday. 

He founded the paper company 
over 50 years ago. At one time he 


was president of New Haven Pulp 


Repeat Orders From 
* CAMEL CIGARETTES 
* WESTINGHOUSE 
* CALVERT 
* GENERAL ELECTRIC 
* U.S. RUBBER 
and Hundreds of Others 


od 
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4 
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PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING— YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Soves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK company 


& Board Co, and at different 
times, he served as both a repre- 
sentative and senator in the Con- 
necticut General Assembly. 


EARL C. RAYNOR 

New York, Aug. 19—Earl Cle- 
mens Raynor, 63, former pub- 
lisher of radio, advertising and 
specialty magazines, died Aug. 17 
of a lung ailment at his home in 
Sunnyside, Queens. 


5850 Center Ave. + Pittsburgh 6, Pa. 


Mr. Raynor was born in Xenia, 
O., and after graduation from Ohio 
State University began his career 
as a reporter for Dayton Daily 
News. Later he worked for the 
Chicago Examiner and Chicago 
American. 

In 1921, he began publication of 
Radio Digest, one of the first busi- 
ness papers in that field with na- 
tional circulation, which he later 
sold. He also started Postwar Di- 
gest, a deluxe quarterly called Ad- 
vertising Agency, a men’s maga- 
zine called Gentlemen, and a super 
class magazine, American Culture, 
to feature “storyized advertising” 
to sell for $180 a year to 1,000 
libraries (AA, April 15, '46). All 
were relatively short-lived. 

A few years ago Mr. Raynor 
brought out a mimeographed news 
letter called Advertising Daily, but 
it suspended after a few months. 


HARRY C. HOFFMAN 
PorTsviIL_e, Pa., Aug. 19—Harry 
C. Hoffman, 73, general manager 
and editor of the Pottsville Re- 
publican, died Aug. 12 after a 


lengthy illness. Mr. Hoffman had 
been associated with the Republi- 
can since 1900. He remained active 
on the evening daily until a week 
before his death. 


DANIEL C. COOPER 
PHILADELPHIA, Aug. 19—Daniel 
C. Cooper, 53, owner of the adver- 


Advertising Age, August 25, 1952 


Two Big Shoe Store 
Chains Plan Merger 


New York, Aug. 20—A merger 


|of Melville Shoe Corp. and Miles 
| Shoes Inc. will come up for ap- 


proval of stockholders of both 
companies at meetings to be held 


tising agency bearing his name,| here Sept. 30. 


died in a convalescent home in 
nearby Quakertown, Pa., Aug. 12. 
He was at one time on the adver- 
tising staff of the Trenton Times. 


Football Telecasts Add Two 
The College All-Star Football 


network has been increased to 58 i 


stations in 56 markets with the ad- 
dition of Richmond and Schenec- 
tady to the original list. Admiral 
Corp., Chicago, is the sponsor—via 
Russel M. Seeds Co. 


Bates Joins Henri, Hurst 

O. Frederick Bates, formerly as- 
sistant to the president of Fred 
W. Amend Co., maker of Chuckles 
jelly candies, on all matters con- 
cerning advertising, has joined 
Henri, Hurst & McDonald, Chicago. 


on the simple basis of 
—today’s population 
—today’s circulations 


—today's coverages 


eee a a 


CE 


Hie vow 


50c of every 


should go into 
Detroit Times advertising 


to cover 
the Detroit Times HALF 
of the great and growing 


Detroit Market. 


You’re Missing Something 
If You Miss The Detroit Times 


advertising dollar 
destined for the 
Detroit market 


REPRESENTED NATIONALLY BY HEARST ADVERTISING 


SERVICE 


Under the merger plan, Miles 
will operate as an autonomous di- 
vision of Melville, with no change 
in management. Common stock- 
| holders of Miles will receive one 


| share of Melville common in ex- 


|}change for one share of Miles 
stock, Miles preferred stockholders 
lso will receive an equal ex- 
change. 

Melville, one of the largest in- 
tegrated shoe manufacturing and 
retail organizations, operates 12 
New England shoe factories and 
578 retail stores in 42 states. All 
but 11 of these stores are operated 
by the Thom McAn division. The 
other 11 are operated by the John 
Ward division. Sales of Melville 
Shoe Corp. in 1951 totaled $93,- 
740,699 and net income reportedly 
was $4,559,369. 


| 


® Miles owns a chain of 156 stores 
in eight states and sells medium 
and low-price shoes for men, wo- 
men and children. The company 
specializes in the women’s field. 
It obtains its stock from various 
shoe manufacturers. It reported 
net sales of $26,582,641 in the fis- 
cal year ending Jan. 31, 52. Earn- 
ings, after all charges, reportedly 
were $1,236,613. 

Melville does extensive adver- 
tising and has three agencies: 
Anderson & Cairns for publication 
advertising on Thom McAn shoes; 
Neff-Rogow for radio, and Pedlar 
& Ryan for John Ward shoes. 
Miles’ agency is Hirshon-Garfield. 

What changes, if any, will be 
made in the respective companies’ 
advertising, when and if the mer- 
ger plan is completed, is unknown. 
AA was told “it is too early to say 
what will happen.” 


Brochure Marks 80th Year 


Popular Science Publishing Co., 
New York, has brought out a bro- 
chure to mark the 80th anniver- 
sary of Popular Science Monthly. 
The brochure covers the history of 
the magazine and tells how the 
editors prepare the magazine each 
month. 


Film Assn. Names Eimicke 


Victor W. Eimicke, supervisor of 
the City College of New York’s 
school of business audio-visual 
center, has been elected chairman 
of the public relations committee 
of the University Film Producers 
Assn. 


Del Mtg. Co. to Tilds & Cantz 
Tilds & Cantz, Hollywood, has 
been named to direct advertising 
|for Del Mfg. Co., Los Angeles. 
| Trade publications will be used. 


ONE PICTURE -STORY /s 
WORTH 10,000 WORDS / 


f you want more salesmen and 
dealers to read your manuals 
° + more employes to read 
your 


messages . . . more cus- 
tomers to read your a 
look into low-cost 


comic-type 
booklets and strips. 2y give 
you seved Lighea! readership of 
any printed medium. For tree 
samples, write: 


HALL ASSOCIATES 


17 East 42nd St. at Madison Ave., New York 17 
MU 2-1 
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stand 


Ahan any other (ype of magazine 


With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together .. . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Stamp Collectors Guide Out 

A booklet of special interest to 
stamp collectors, called “White Ace 
Postage Stamp Identifier,” has 
been issued by Washington Press, 
Newark, N. J. The booklet contains 
a dictionary of terms used by 
stamp collectors, and reportedly 
solves the problem of identifying 
virtually any stamp whether the 
stamp has no identification or the 


identification is in any foreign 
language. The company also pub- 
lishes stamp albums and supplies | 
for collectors. | 


| 


Knox Reeves Boosts Root 

A. R. Root, v.p. and director of 
research of Knox Reeves Adver- 
tising, Minneapolis, has been pro- | 
moted to director of media and re- | 
search. 
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Pepsodent Readies Ad Promotion tor New 
Chlorophyll Paste as Distribution Grows 


(Continued from Page 1) 


| its use as a coloring material.” 


An editorial in the Aug. 16 issue 
of Chemical Week appraises chlo- 
rophyll claims and exploitation and 
concludes: 

“In the long-term interest of the 


| industry, including makers of spe- 


cialties and of chlorophyll, we 
must, it seems to us, approach the 
problem soberly. Either we must 
police ourselves or invite policing 
by the FTC. As it stands today we 
are, unfortunately, issuing that 
invitation.” 


® And the Federal Trade Commis- 
sion, as previously reported and 
predicted (AA, March 24), has 
already picked up that invitation, 
although it hasn’t yet said if it’s 
coming to the party. 

An FTC official told AA that 
“we are concerned” with the vari- 
ous claims being made for chloro- 


phyll. The commission is conduct- 


ing tests right now on one chloro-| 


phyll product, but it wouldn't elab- 
orate. The official said the tests 
might possibly be completed by 
the end of the year. He said there 
was considerable pressure on the 
commission to take a stand but 
that contradictory research find- 
ings had so far made it impossible. 


ARCHER-DANIELS PLANS 
TO BOOST PRODUCTION 

MINNEAPOLIS, Aug. 21—-Archer- 
Daniels-Midland Co. disclosed last 
week that it is now the country’s 
largest producer of chlorophyll. 

The big Minneapolis firm also 
announced that it is starting an 
extensive research and develop- 
ment program to try to crack the 
mysteries of chlorophyll and to 
produce it more cheaply. 

(The American Medical Assn. 
has accepted certain chlorophyll- 
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Wheat harvest time sees an army of combines threshing millions of bushels of 
.for all America 


Our mountains are still the same in Colorful Colorado, but there's 
a NEW LOOK in the agricultural and farm marketing picture. Today, 
Colorado Rancher and Farmer can furnish you concentrated coverage of 
the Colorado rural market—a market with a gross income of more than 
one-half billion dollars—28.8% of Colorado's total income. With the 
largest total farm income in the Mountain States, three-fourths of Colo- 
rado’s farmers have become paid subscribers to Colorado Rancher and 
Farmer in a short five years—an indisputable testimonial to Colorado 
Rancher and Farmer's popular editorial content. Colorado Rancher and 
Farmer's rapid growth in lineage proves advertisers get results. Concen- 
trate your advertising in the richest Mountain States farm market, in the 
best read farm paper—advertise now in Colorado Rancher and Farmer! 
Write or phone for free market data and buying intentions survey, or 
contact your nearest Western Associated Farm Papers representative. 
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‘containing ointments as helpful in 
deodorizing wounds, but has not 
as yet accepted some manufactur- 
ers’ claims that chlorophyll ac- 
tually stimulates healing.) 

The company will also try to 
find out whether the green color- 
ing, which makes it impractical 
for some products, can be elimi- 
nated. 

In its research program the com- 
pany will try to find out why and 
how chlorophyll deodorizes and 
heals wounds. 


s A-D-M is also working to in- 
crease the yield of chlorophyll, 
which now runs from four to six 
pounds from a ton of alfalfa, and 
to bring the cost of the product 
down. It now sells for about $75 a 
pound. A-D-M is currently using 
a solvent that eventually is ex- 
pected to increase extraction of 
chlorophyll from alfalfa by 20%. 
Thomas L. Daniels, president of 
the company, said that A-D-M 
| plans to concentrate on producing 
chlorophyll as a raw material, and 
|does not intend to market con- 
| sumer products using it. However, 
he added, the company is using 
chlorophyll in its Archer dog food. 
| To publicize its chlorophyll ac- 
| tivities A-D-M has retained Harold 
| Wolff & Associates, New York pub- 
| lic relations counsel. Some trade 
|advertising in Drug & Cosmetic 
| Industry, Drug Trade News and 
| Oil, Paint & Drug Reporter will be 
— through Alfred Colle Co. 


ja Mr. Daniels disclosed that 
| A-D-M has converted its big soy- 
bean oil extraction plant at Man- 
kato, Minn., so that it can extract 
chlorophyll from alfalfa meal. 

This plant is now processing 
more chlorophyll from alfalfa than 
the rest of the U.S. chlorophyll 
makers combined, according to 
Donald G. Carpenter, manager of 
the company’s chlorophyll division 
Mr. Carpenter formerly headed 
Keystone Chemurgic Co., which 
A-D-M acquired—along with 
Chlorophyl Inc.—several months 
ago. 

With this expansion, chlorophyll 
production will comprise about 5% 
of A-D-M’s total annual business. 
The company operates plants in 
21 states and Canada and makes 
some 700 products, only one of 
which—Archer Pol-Mer-Ik linseed 
oil—is nationally distributed 
Sources estimate that the com- 
pany’s current chlorophyll produc- 
tion is about 10,500 Ibs. per month. 


Helene Curtis Names 
Ruthrauff and Best, 
Drops Russel Seeds 


Cuicaco, Aug. 22—Helene Curtis 
Industries today named Ruthrauff 
& Ryan to handle advertising for 
its Spray Net, Shampoo Plus Egg 
and Milky shampoo, all formerly 
handled by Russel M. Seeds Co. 

Gordon Best Co. has been named 
to handle the company’s creme 
shampoo, also formerly handled by 
the Seeds agency. Gordon Best 
handles all advertising for Helene 
Curtis’ beauty division, Suave (for 
women) and Suave for Men. 

Prior to the appointment of Rus- 
|sel M. Seeds last October (AA, 
| Oct. 22), Gordon Best handled all 
Helene Curtis advertising. 


The Rotarian magazine 
reaches key executives in 
69% of the manufacturing 


concerns employing 1000 


or more persons. It reaches 
key executives in 20% of all 
manufacturing concerns 

in the U. S, 
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“We know Outdoor is constantly reminding consumers that Miracle 
Whip means better-tasting salads. We also know Outdoor serves as a 
constant reminder to our salesmen of the overall advertising picture. 
Retailers, too, are impressed by the impact of Outdoor. Consumer, re- 
tailer and salesman . . . who else matters?” 


| Sik 


ve. J. B. MCLAUGHLIN 
on tdrertuing & Sal Promotion Manager 


KRAFT FOODS COMPANY 


One of a series of advertisements promoting a better under- 
Hy standing and appreciation of Outdoor Advertising — sponsored by 


A The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 


‘ fifth WALKER & COMPANY + UNITED ADVERTISING CORPORATION © WHITMIER & FERRIS CO., INC, 
3 serving one- ROCHESTER POSTER ADV. CO., INC. » RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE » SLAYTON & COMPANY «+ THE HARRY H. PACKER CO. « BORK POSTER SERVICE 
i SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. E, STEVENS CO. 
sf consumers .. . CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 


fe Ti ph ceel, Se See ot eta et IS hue ee ga, {ne gi =! ee ert WR Ca tee : 
SA, / eee oe ae ca f esas ee eS oe eee : ; he ‘= a | Bie Se ee aa core 
a) ae eae a 2 kel, cee Se: ee ai ae oe eae Re ; ree EE. ra = Ry MS. fs Sets er i 
ee See ee! ee <e ie a ee) ee ; aR. pet ee ot ES Se oe er 
ec, : x s Fe 
SE . tee 
gets tA 
= Savt 
ce Aer 
He t ‘ c 
as { = % 
Me a 
pn \ etl . 
er re 
e Be 
‘ ne : | he 7 
e ee iy ed ae, 
ae P Zhi 
. ‘ 4, 
i 4 Rear. 
inne i he 
2 te Me 
' , a Pen 
x , Capes coke 
1 , } Pigg ® @ e i A 
’ ae nny bay 
{ ee na 
¢ 1 . . ee. yeh? 
. Reh ley She rer sa 
* =. i 
BY i | PS SK 
Be: ° 7a eae 
rf. H ita e : : . : : 
HG er: a K : 
cee + ot i eet es 
- ae oe | a. e 
; . =e y ] ; bar 
: if Pn &, ‘ ~~ eee 
: e ” bs . | 
: . . ; . Ss 
~ ] : 5: i Pen tL 
Ps ? a See 
inky ~~» * ‘ ay 
ae A. and only y 
ie é ¥ wi F é 
iy { F Rr a 
aE SY é i “RT 
7 4 wees r coe ee See ewe eeceeiawee sce eneereeseceo cscs -—s se eee a z ae 
fe Oe ee es Pre 4 or 
Ea 3 7 een Ff Bes 
= ees : Kem 
: a oa 
rs ees ; } Mee! 
ae : ; as. 
mie rr : ah 
pl { Saree 
hs ’ f Ma tia 
¢ q 4 ee 
' : Spe 
u a AS 
tah : ae 
ae : s ps 
$ yy Bs 
eee : oa. 
ae : eee 
: * ; 4 SS at 
; at ae 
< ed SO 4 aa 
XE g _ ‘ ee 
; ee 
Pee 
“of ftp 
: 
grat Cre 
Be EE —* 
by os ee aia 
: - = . 
eae Bec 
ee re 
4 ree 
eae $a 
is EB a é 
ae eS Oe 
: Liat —_— —___—_ — _—_—_—— ee aS... Pore 
a SE 
a eu 
> deat 
a Rey. | 
" es 
, bis. SR 
; Sexy 
Fale ee 
we b, - 
ait ae ae 
~ ms 
we ; : 
oy 
Prt =~ 
es = 
ae Ge 
Sage * 
ES PG 
ay — 
2 eee 
* sie 
] Rg 
Be 
4 
jy reap 
Big. 3 . ig ; 
ee: a ~ : r - een arg a 
: an: 4 é : j c . x © ‘ - oe : Ss 24 
Tsien: eta ia sea eo . : 2m Oe ens fale a ad Eee ee oe a ey ce, Ae RR te Oe cree a Te = Othe ae Kee A <4 i Bee Re 
bee |< ees EFS Sa ie 6. ee een cee” Reiss Te eG ee © MR OS a Pee PU ee : yy 
Wd hs Sess * Reman ea a A ta 3 RR eee) aaa aa ae 2 ae eee © MR Ye ie st Be) dae i os 


10 Advertising Age, August 25, 1952 
Ashcroft Joins Dealer Sales Wilson Jones Co. Moves 
Lawrence H. Ashcroft, formerly Wilson Jones Co., Chicago mak- 


ae Mutual's Own Study ties where its 
Bs, with the merchandising-advertis- er of record keeping equip- Finds It Has Best 


outlet is the only 
network 


Day or Night--2 Out of Every 5 Listeners Choose A Mutual Station 
Share of Audience 


local 


a ing division of Independent Gro- ment, will move its general office R station. Data on 
ae cers Alliance, has been named and advertising department into atin s this area collect- ‘ 
merchandising manager of Dealer its own building at 209 S. Jeffer- gs & Audience ed two years ago 


Sales Aids Inc, Chicago son St. in the near future New York, Aug. 20—Other net- in a-Crossley 


—_—_— works may walk off with the rat- study will be 
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_ DETROIT 


ing and share of audience honors 
in the regular radio rating reports, 
but the Mutual Broadcasting Sys- 
tem emerged as undisputed victor 
in both categories in its own study 
made last spring in non-TV Ameri- 
ca. 


stations as defined by the Federal 
Communications Commission. The 
telephone coincidental method was 
used to reach 1,200,000 persons in 
February and March. 

Complete findings, obtained pri- 
marily for the use of advertisers 
and agencies, will be published in 
a 75-page booklet later. Incorpo- 
rated in this book will be a re-visit 


brought up to 
date 


e‘“In non-TV 
America 60,000,- 
000 people work, 
eat, sleep and 


pointed out. 
“There are 795 
network stations 
in 531 commun- 
ities of this area, and Mutual has 
a local station in four out of every 
five of those cities—37 more sta- 
tion cities than the other three 
major networks put together.” 
On the basis of share of audience 


This survey, made for Mutual by buy,” Richard J. 00 a.m 600 600 
y, ; y, 900 am m 1000 
Forces all over the world J. A. Ward Inc., covered 151 mar- Puff, director of gg 
kets outside the limits of video researchfor MBS, LISTENING DATA—This claim is based on a 1,000,000 in- 


terview telephone coincidental survey made in February and 
March, 1952, for Mutual by J. A. Ward Inc. The study 
covered listening in non-TV America. 


Others: Network B, 22%; Network 
C, 17%; Network D, 12%, and in- 
dependents, 8%. 

In average ratings Mutual also 
headed the list with 10.8%. Run- 
ners-up: Network B, 5.9%; Net- 


to Hometown America, Mutual’s (for the average minute, day and work C, 4.5%; Network D, 3.2%, 
designation for the 329 communi- night) Mutual lead with 41%. and independents, 2.1%. 

Mutual also reports a favorable 
picture in its “hometown” mar- 
kets—some of which are in TV 
areas. Here it had a share of audi- 
ence of 61%, with the remainder 
being split among the competition. 

Local station data—share of au- 
dience and ratings—will be avail- 
able for 191 markets as a result 
of the study, which cost Mutual 
and some 100 participating sta- 
|tions more than $125,000. 


Kelvinator Appoints King, 
Realigns Ad. Sales Dept. 


Thomas J. (Tim) King, formerly 
a representative in Detroit for 
Crowell-Collier Publishing Co., has 
been named director of advertis- 
ing and sales promotion for the 
| Kelvinator division of Nash-Kel- 
|vinator Corp., Detroit. The ap- 
| pointment is part of a realignment 
of the advertising and sales pro- 

motion department to meet de- 
|mands for increased specialization 
in the company’s product lines. 

F. J. Worden, assistant director 
| of advertising and sales promotion, 
takes on added duties of manager 
of refrigerator and home freezer 
advertising. Adrian Willis, national 
|advertising manager, also will act 
| as manager of electric range, water 
| heater and dehumidifier advertis- 

ing. Four additional departments 
| are being brought under the direc- 
jtion of J. Truman Stone, sales 
| promotion manager. L. J. Gage 
| continues as manager of commer- 
| cial advertising and W. L. Hullsiek 
|as manager of Leonard advertising. 


\‘Nursing Outlook,’ Monthly. 
| to Bow in January, 1953 

Nursing Outlook, a new monthly 
for the nursing profession, will 
appear in January, 1953, published 
by the American Journal of Nurs- 
ling Co., 2 Park Ave., New York. 
| It has been designated the official 
| publication of the National League 
| for Nursing. 

Public Health Nursing will be 
discontinued with the advent of 
the new magazine. Advertising 
rates and other statistical data 
|for Nursing Outlook will be an- 
| nounced in the near future. 


Kliegl Issues Lighting Manual 


Klieg! Bros., New York, has is- 
sued a manual for planning TV 
studio lighting and associated fa- 
cilities. It is available to televi- 
sion engineers, architects, consult- 
|ing engineers, etc., through the 
| broadcast equipment sales depart- 
|ments of DuMont Laboratories; 
|General Electric; General Preci- 
sion Laboratories; RCA Victor, or 
| direct from Kliegl at 321 W. 50th 
St.. New York 19. Also, the com- 
pany has established an additional 
|sales and service office for the 
| western states at 1060 W. 6th St., 
Los Angeles. 


Next time you ship, express yourself 
clearly. Say Air Express! Division of 
Railway Express Agency. 


1952 — OUR 25TH YEAR. 


seventeen cities in berween — on film! 


They tly 

a space ship- 
New York 

To Los Angeles! 


This popular ['V program must ar- 
rive on time, and it always does. The 
films are shipped via the world’s fastest 
method — Air Express! 

And each 5-lb. shipment to Los 
Angeles costs only $5.94 — 12 TO 
30 LOWER than the other commercial 
air services! 

Air Express is a nationwide carrier, 


giving shipping room to receiving room : 
service — and at lower rates in many _ 


weights and distances than any other 
| GETS THERE FIRST 


commercial air service! 


| 
| 
| 
| 


|Turpen Joins Boone Agency 

| Richard P. Turpen, formerly in 
/the program and continuity depart- 
|}ment of WAVE-TV, Louisville, 
|has been named account executive 
in charge of television programs 
|and continuity for Boone Advertis- 
‘ing. Louisville. 


Every Tuesday, the mighty space ship 
of Tom Corbett — Space Cadet leaves 
from New York for Los Angeles and 
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Coming 
Conventions 


"Indicates first listing in this column. 

Sept. 7-8. New York State Publishers 
Assn., annual meeting, Whiteface Inn 
Lake Placid. 

Sept. 7-10. Assn. of Railroad Adver- 
tising Managers, Banff Springs Hotel, 
Banff, Alberta, Can. 

Sept 11-13 Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 12-13. Advertising Federation of 
America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala. 

*Sept. 12-13. Pennsylvania Newspaper 
Publishers’ Assn. classified clinic, Hotel 
Brunswick, Lancaster, Pa 

Sept. 23-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York. 

Sept. 29-Oct. 1. Life Insurance Adver- 
tisers Assn., annual meeting, Sheraton- 
Mount Royal Hotel, Montreal, Can. 

Oct. 2-4. Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn,., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn., 
Intérnational, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty National 
Assn., annual convention and specialty 
fair, Palmer House, Chicago. 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

Oct. 10-11. Oregon Newspaper Pub- 
lishers Assn. Admanagers, fall meeting, 
Heathman Hotel, Portland, Ore. 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 13-16. Printing Industry of America, 
66th annual convention, Chase Hotel, St. 
Louis. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal. 

Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annuai convention, The 
Greenbrier, White Sulphur Springs, W 
Va 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
tad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


‘Wall Street Journal’ to Move 


The offices of the midwest edi- 
tion of the Wall Street Journal, 
published in Chicago, will move 
into central headquarters early 
next year in the Brinks Bldg. at 
711 W. Monroe St. The newspaper 
recently purchased the building 
from Brinks Inc. for approximate- 
ly $500,000. The journal present- 
ly divides its offices between 650 
W. Washington St. and 12 E. Grand 
Ave. in a building acquired when 
it took over the Chicago Journal 
of Commerce. No immediate plans 
for disposing of the building at 12 
E. Grand have been made. About 
$200,000 will be spent to remodel 
the Brinks building. 


Simmons to Yambert-Prochnow 


James Simmons, formerly a 
newspaper, magazine and motion 
picture writer, has been named a 
v.p. and member of the board of 
directors of Yambert-Prochnow, 
Beverly Hills. He will sit on the 
plans board, take charge of radio 


and TV production and engage in 
new business. 


Gray & Co. Gets Account 


Gray & Co., Denver, has been 
appointed to handle regional ad- 
vertising for Packard-Bell Co., Los 
Angeles maker of television and 
radio receivers and phonographs. 
Elwood J. Robinson & Co., Los An- 
geles, handles the national account. 


Grass Noodle to Phil Gordon 

I. J. Grass Noodle Co., Chicago, 
has appointed Phil Gordon Agen- 
cy, Chicago, to handle its advertis- 
ing and promotion. Charles Silver 
& Co., Chicago, is the previous, 
agency. 


467,066 
highest weekday circulation 
in Detroit News’ history 


577,826 
highest Sundoy circulation 
in Detroit News’ ory 


A. 8. C. figures for 6 month 
period ending March 31, 1952 


: . KUCH 
Lastern Offices: 110 E. 42nd St., New York 17—under management of A. H, KU 


Through the Detroit News, you not only reach the MOST families 
in the Detroit market, but the families who make the most and 
spend the most. In the 6-county retail trading aren, where 
4-billion dollars retail business is done annually. The News coves. 
age is densest where income is highest. And 32% a The News 
coverage of all homes in the Detroit Standard Metrop Area is 
exclusive . . . they read no other Detroit newspaper! 

That's why The News carries practically as much total linage as 
both other Detroit newspapers combined. 


The Detroit News 


THE HOME NEWSPAPER 


* Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Not an Encouraging Picture 

The Bureau of Labor Statistics figures on income and expendi- 
tures of the average American family in 1950 are far from encourag- 

g. Although the view that the average family spent more in 1950 

it took in seems too pessimistic, even the most cheerful view 
offhe situation is not likely to be encouraging. 

There was a net deficit between money income and money outgo 
im) 1950, the bureau says, even though the deficit seems to have 
heer more than balanced by insurance and by payments of principal 
and dowr payments on owned houses. These items are, of course, 
saVings rather than expenditures, and to that extent they repre- 
sent 1 transfer of assets from one pocket to another, so to speak. 
it even so, statistics showing the average family paying out 
e cash than it took in do not make a pretty picture. There are 
many unpleasant questions to be answered, especially—How long 
this sort of thing go on? 


side from the major implications of this study of the income 
spenaing patterns of 12,500 families in 1950, there are a good 
y interesting by-paths which marketers ought to explore. For 
iple 

Bhat accounts for the fact that the average family in Pittsburgh 
hag 3.7 people, while in Kansas City it is 3.0? 

Is there any particular reason why Philadelphia families should 

d $191 for alcoholic beverages and cigarets, as against $186 in 

b+ York and only $120 in Los Angeles? 
' These, and other aspects of the figures, deserve close scrutiny 
when the details are released. But most important of all, of course, 
is the suggestion that the American family is living beyond its in- 
come, and making up the deficit by spending accumulated saving 
or by borrowing. 


Tainting a New Medium 


Television is a new advertising medium. Its adherents say it is 
powerful beyond the fondest dreams of any other medium. And even 
those who like it least respect it as a potent competitor for advertising 
dollars, on the basis of its ability to deliver advertising values. 

Television has thus far reached only a handful of markets. Its 
income has grown by leaps and bounds month by month. Availabil- 
ities are extremely difficult to acquire. Good programs, good time 
slots already command higher prices than any advertiser dreamed of 
paying five years ago. 

It is thus truly amazing to find that TV, with so bright a future, 
is willing to mortgage its wonderful prospects for slight immediate 
advantage. 

The mortgaging is being done by the acceptance of high pressure, 
scarcely credible, and scarcely honest advertising that observes the 
rules of the 1870 pitchman, and practically nothing else. It is full of 
bombast, of “famous” brands of which no one has ever heard, of 
stupendous price cuts, and of amazing prizes for the first 10,000 view- 
ers who take advantage of this colossal offer. 

Not all stations are guilty of accepting this kind of business, but 
it is surprising, to say the least, to discover it on reputable and 
presumably prosperous outlets. It violates the spirit and the letter 
of every television and radio code. It is, in fact, the kind of advertis- 
ing which most established advertising media won't touch with a 
ten-foot pole, 

Television is a great medium, with a potent impact on the viewer. 
And this is all the more reason why it must be certain that the prod- 
ucts advertised on it are good, sound buys. And that the advertis- 
ing it presents is not unbearably high pressure and is believable and 
credible. Nothing else should be allowed a place on the screen. 


“Give me good old radio any time!” 


—Electrical Merchandising 


What They're Saying 


| wholesalers, and retailers, and di- 


New Light on Ad Costs 

In its issue for April 28, 1952,) 
ADVERTISING AGE presented impor-| 
tant new data on advertising ex-| 
penditures. These figures covered 
advertising by corporations in all 
lines of business for the four years 
1945 to 1948 inclusive. Tax returns 
filed with the Internal Revenue 
Bureau were the source of this 
rich vein of marketing informa- 
tion disclosed here for the first 
time. 

In the following issue, dated May 
5, 1952, Apvertistnc AGE under- 
took some analysis of these adver- 
tising figures. The reported ex- 
penditures for advertising by cor- 
porations served as a base for esti- 
mating total advertising volume by 
all types of enterprise and in all 
classes of media. The total ar- 
rived at was about 41% billion dol- 
lars in 1948, or 1.7% of gross na- 
tional product in that year. 

The purpose of this article is to 
comment on these figures very 
briefly from a slightly different 
point of view. How large does ad- 
vertising loom as an element in 
the cost of moving goods? Seen 
from the viewpoint of the con- 
sumer, an article purchased at the 
retail counter bears the cost of ad- 
vertising at various levels. Money 
may have been spent to advertise 
the product by the wholesaler and 
the manufacturer as well as by 
the retailer. Suppliers selling to 
the manufacturer may have spent 
money to advertise the materials 
or components entering into this 
product or the machinery with 
which it was produced. 

Taking account of advertising at 
all levels, the expenditure for mov- 
ing goods is 3.6% of the retail 
sales dollar. This figure is arrived 
at by using the projections made 
by ADVERTISING AGE for advertis- 
ing expenditure by manufacturers, 


viding the total into the census 


| goods. Other types of sales effort 


figure for retail sales in 1948. 
While this figure may represent 
the average cost of advertising to 
the consumer, there are obviously 
wide differences by products, Also 
it cannot be assumed that adver- 
tising expenditure constitutes a 
net addition to the cost of handling 


might be substituted if advertising 
were eliminated, and in many 
lines the total marketing cost 
would probably be higher. 

Looking at advertising from the 
viewpoint of the business man it 
may be evaluated as a percentage 
of his dollar sales volume. The 
average cost of advertising on this 
basis turns out to be 1% of sales 
for all firms involved in the han- 
dling of goods. This percentage 
was obtained by dividing total 
Sales of manufacturers, whole- 
salers, and retailers into their total 
advertising expenditures, both fig- 
ures as reported by the Bureau 
of Internal Revenue. 

While advertising accounted for 
3.6% of the consumer price of the 
average product, this average ob- 
viously obscures some real differ- 
ences by product groups. One im- 
portant difference pertains to the 
point in the marketing process at 
which the main impact of adver- 
tising is felt. For some lines the 
major expenditures are by manu- 
facturers and in others by re- 
tailers. The chart on the first page 
shows a striking contrast between 
two broad classes of retail stores 
as to the intensity of advertising. 

One group is made up of general 
merchandise stores, apparel and 
accessory stores, and furniture and 
home furnishings stores. In this 
group are found the department 
stores and the specialty stores 
which compete most directly with 
them. This group accounted for 
65.8% of retail advertising as com- 
pared to only 38.4% of retail sales. 
It cannot be said, however, that 
products moving through all other | 
retail lines have fewer advertising 
dollars behind them. These lines 
include food, drugs, tobacco and 


beverages, and in all these fields 
the major advertising expenditures | 
are those made by the manufac- 
turer. These four lines probably 
account for something like one half! 
of all advertising by manufactur- 
ers, although expenditures by drug 
manufacturers are not separately 
shown. 

—Cost and Profit Outlook, published 


by Alderson & Sessions, marketing 
and management counsel, Philadelphia. 
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Rough Proofs 


Gladys the beautiful receptionist 
Says she sees her favorite movie 
queen, Olivia DeHaviland, is going 
to appear in “My Cousin Rachel,” 
and she'll be awfully mad if they 
don’t change the ending. 


Agency sues ex-employe for 
taking accounts, the news story 
says. 

What ever became of the agency 
man who carried his vest-pocket 
business from one shop to another? 


Life is running a 30,000 word 
novel by Ernest Hemingway Sept. 
1, and readers will probably agree 
that this is not out of line with 
the editorial objective, “To see 
life, to see the world.” 


Seeing life through the eyes of 
a great novelist is for most people 
the difference between a black- 
and-white flat illustration and a 
full-color three dimensional mov- 
ing picture. 

. 


When an advertiser throws a 
party for media men, there’s al- 
ways a fuil turn-out: those who 
already have the business, and 
those who have hopes of getting 
it. 

+ 


“Paris on the Atlantic? Certaine- 
ment!” says N. W. Ayer, referring 
to the atmosphere of the ships of 
the French Line. 

Bien, there’s a French-English 
dictionary for every passenger. 


Hardware Age says hardware 
dealers sell a lot more sporting 
goods than Richard E. Snyder 
thinks they do. 

Researchers can agree on every- 
thing except their definitions. 

* 


“Sentinel is a guard, but Senti- 
nel is a newspaper,’ remarks 
Coca-Cola, which is also Coke. 

And in Evanston, Sentinel is a 
radio or television set. 


* 
“Major farm magazines show 
heavy advertising gains,” says 
Farm Journal, which heads the 
list and is happy to advertise its 
esteemed contemporaries. 
~ 
San Franciscans have been slap- 
ping the wrists of AA editors for 
referring to their beautiful city as 
Frisco, and will do it again since 


the headline, “McCreery sells 
Frisco office,” appeared. 
« 


All publicity is supposed to be 
good as long as they spell your 
name right, but Rogers Hornsby 
declined a sports award because 
the donors omitted the “s” from 
his first name. 

e 

A news item tells how vegetable 
fat desserts are competing with 
ice cream. Is the dairy industry 
going to have to fight the margar- 
ine battle all over again on a new 
front? 

. 

Returning vacationists report 
that the fishing where they were 
was wonderful just before they 
arrived, and will be magnificent 


the week after they left. 
Copy Cus. 
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IN THE WORLD’S GREATEST INDUSTRIAL AREA—The Delaware Valley—new 
and expanded plants produce for the greatest names in chemicals. DuPont, Rohm & Haas, 
Allied Chemical & Dye, Hercules Powder, Pennsylvania Industrial Chemical. As industrial 
leaders choose the Delaware Valley, population and retail sales rocket. More than ever, this is 
no market to miss! 


THE INQUIRER CONSTRUCTIVELY SERVES the Delaware Valley, sparking its prog- 
ress, shaping its growth. Covering the whole Delaware Valley from its Philadelphia hub, 
THE INQUIRER has been and continues to be a potent leader in regional development. This 
performance keeps THE INQUIRER in No. 1 spot year after year. 


Che Philadelphia Prguirer 


Constructively Serving 
The World's Greatest Industrial Area 


* Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
* Detroit, Woodward 5-7260, West Coost Representotives; FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 
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What happens when L hits 


BALTIMORE ? 


ALTIMORE celebrates a long history with st#ne monuments, 
B scrubbed white stoops. and Fort McHenry: (shown above) 
over which Francis Seott Key watched the British bombs burst- 
ing as he wrote The Star Spangled Banner. 


Johns Hopkins University brings Baltimore the latest advances 
in medical science—Pimlico and Laurel Park, provide some of the 
best horse-racing in America—and big steel and shipping make 
Baltimore an important industrial center. 

Every week 189,020 people in the Baltimore market read LIFE.* 
These people find in LIFE a variety of information that they get 
from no other magazine. And, because they get more understanding 
—and more entertainment—from LIFE, people in Baltimore, as in 
every city, respond to LIFE as they do to no other magazine. 


On these pages you can see some examples of the part LIFE plays 
in the lives of Baltimore's people. Poets and shipbuilders, retailers 
and railroad magnets—all feel the impact of LIFE. 

That is why LIFE has attracted the largest audience in America 
mi ...and why it has become the nation’s leading advertising medium, 
{ zs 
GOVERNOR Theodore R. McKeldin: “I notice FORMER GOVERNOR Herbert R. O'Conor tee me of “ — Audience of LIFE, by 

, “ sais . Alfred Politz Research, Inc. E reader is verse 
that many proposals which reach my office are _ headed Senate Investigating Committee on nar- red Folitz Research, Inc. A LIFE reader is any person 
inspired by articles in LIFE. This awakening of _ cotics. He says: “LIFE’s disclosures resulted in 
interest is good for the health of the State.” much information of value to our committee.” 


who has read one or more of thirteen issues. 


LIFE, 9 Rockefeller Plaza, New York 20, New York 
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POET Ogden Nash toured country after 
appearing in LIFE. He says: “From 
coast to coast people remembered . . . a 


wonderful introduction to audiences.” 


READ DRUG CHAIN Fxees. A. Nat- 
tans and E. B. Myers: ‘We are conscious 
of the sales value of LIFE ads, so we 
merchandise LIFE-advertised products.” 


BROMO-SELTZER Pres. F. Jackson Andrews: “As a scien- 


tist and manufacturer of drug products, | commend LIFE on 


its timely articles of medical progress. They provide widespread 
understanding of the great strides being made in medicine.” 


CRIMINAL JUSTICE COMMISSION 
Exec.V.P. Jas. Hepbron: “LIFE’s ‘report 
on narcotics resulted in increased police 
activity and better facilities for addicts.” 


B&O RAILROAD Pres. Roy B. White says: “LIFE presents matters 
of importance with exciting clarity, and today occupies a top role in 
public communications. The busy public’s desire for information is 
well satisfied by LIFE’s picture-and-word technique of reporting.” 


HUTZLER BROTHERS Pres. A. D. 
Hutzler: “LIFE has a great influence 
in the development of new buying habits.” 
Over half of all Americans read LIFE.* 


ART COLLECTOR Mason F. Lord: 
“After LIFE’s article appeared, I re- 
ceived letters from all over the U.S., and 
my collection is now ona two-year tour.” 


, 


McCORMICK & CO, President Charles P. McCormick: 
“People are my chief interest, and for me LIFE is a weekly 
source of outstanding human relations stories.” 62,600,000 
Americans over age 10 are in LIFE’s 13-issue audience.* 


JOHNS HOPKINS Research Prof. Wm. 
McElroy’s firefly experiments appeared 
in LIFE. He says: “LIFE established 


with the public the value of our work.” 


HECHT COMPANY Pres. Samuel M. Hecht: “LIFE 
is a tremendous factor in helping the Hecht Co. sell 
advertised brands.” LIFE’s audience is greatest where re- 
tail sales are greatest: in the top 50 U. S. markets.” 


a 


NAVY'S VIKING ROCKET built by Glenn L. 
Martin Co. Founder Martin says: “LIFE has kept 
the need for a strong air force before the public 


’ 
, 


and has strengthened the case for air power.’ 


BETHLEHEM SHIPBUILDING head Jack M. 
Willis says: “LIFE is the bird's-eye view of the 
week. It is interesting, informative, and relax- 
ing.” 77% of all U. S. executives read LIFE.* 
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First Distribution 
Brochure in Series 
Released by NATD 


New York, Aug. 19—‘“‘Produc- 
tion and advertising depend on 
distribution to move products 
Without this proficient method of 
conveying merchandise to every 
accessible retail outlet the Ameri- 
can consumer could not maintain 

eo the standard of living upon which 

mass production and national ad- 
vertising are dependent.” 

That theme is constantly reiter- 
ated by Joseph Kolodny, managing 
director of National Assn. of To- 
bacco Distributors, in a new bro- 
chure, first of a series, just re- 


leased by the association on the 
importance of distribution 
The brochure stresses the im- 


; portance of wholesale tobacco dis- 
os tributors who reportedly do an an- 
nual volume of business exceeding 
$5 billion. There are said to be 


; 3.000 tobacco wholesalers who | 
ane serve as “a transmission belt link-| 
ig ing the nation’s manufacturers! 


with 1,300,000 retail outlets.” } 

Other subjects in the forthcom-| 
ing series will include the place of | 
business and industry in curbing | 
inflation; advertising and distribu- | 
tion as economic stabilizers, and} 
what lies ahead for American 
usiness 


7) ae rling Promotes Coe 

Bernice Coe has been promoted 

4 #$Vv.p. in charge of TV station sales 

y Sterling Television Co., New 
rk. She joined the video film 
juction company in March, 
9, to set up a TV sales depart- 
nt 


“ Wanham Co. Adds Stations 
jranham Co. New York, has 
n appointed to represent WHYN 
2 ' WHYN-TV, Holyoke, Mass. 
i) e television station is due on 
¥ me air early next year. 


Watch that 
“Follow-thru” 


Even Bismarck knows that no 
r matter how much power you 
ee put into your swing, it's the 
follow-thru that counts. If 
you're interested in the rich 
Midwest market, KFYR, with 
the nation's largest area cov- 
erage, is must’ on your media 
list—gives your advertising 
dollar a pre-war stretch in 
this wealthy, rural market. 


: bet 
» BISMARCK, N. DAK. 
5000 WATITS-N.B.C. AFFILIATE 
Rep. by John Blair | 


‘Names La Fond Agency 


Preferred Utilities Mfg. Corp., 
New York, maker of industrial unit 
steam generators, burners and re- 
lated equipment, has appointed 
Richard La Fond Advertising, New 
York, to handle its dealer and 
agent promotion. Trade papers and 
direct mail will be used. 


Viscardi Appointed A.E. | 

Raymond J. Viscardi has joined | 
the New York office of Wilson, 
Haight & Welch as an account ex- 
ecutive. 


Metro Comics Names Brown 


Jerry Brown, formerly assistant 
account executive for Dancer-Fitz- 
gerald-Sample, New York, has 
been named an account executive 
on the comics sales staff of Metro- 
politan Sunday Newspapers Inc., 
New York. 


McKinsey & Co. Names Tully 
Robert Tully, formerly with 
California Co., New Orleans, has 
been named a marketing consult- 
ant by McKinsey & Co., New York 
management consultant. 


Advertising Age, August 25, 1952 


Hillman Joins Schnitzer Inc. Fowler Joins Agency 

Philmour B. Hillman, formerly Roy A. Fowler has been added 
director of advertising and sales to the radio-TV staff of Calkins 
promotion for Artvogue of Califor-|& Holden, Carlock, McClinton & 
nia, has been appointed an account Smith, New York, as a producer- 
executive of Bernard B. Schnitzer director. He formerly was with 
Advertising, San Francisco. |CBS-TV in a similar capacity. 


| | 
Murray to ‘Modern Industry’ _ Keller Joins Robert Walker 


John Douglas Murray, previ-| Joseph Keller, formesly an ac- 
ously president and general man- count executive with George C. 
ager of American Hairdresser Pub- McNutt Advertising, Oakland, Cal., 
lishing Co., has been appointed to has joined the San Francisco office 
the Chicago advertising staff of of Robert W. Walker Co., advertis- 
Modern Industry. ing representative. 


More women go out and buy Woman’s Day @ 
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Advertising Age, August 25, 1952 
Panaria Film Names Salemson 


Panaria Film, Rome, Italy, has 
named Harold J. Salemson its pub- 
lic relations representative in the 
U.S. Panaria is completing “The 
Golden Coach,” English-language, 
Technicolor film starring Anna 
Magnani, which will be ready for 
release here in October. 


Duroloid Appoints Agency 

Duroloid Optical Co., Provi- 
dence, has appointed Bennett, Wal- 
ther & Menadier, Boston, to han- 
dle its advertising. 


Lord Mtg. Co. Boosts Tubb 


George E. Tubb, general sales 
manager since joining the com- 
pany in 1949, has been promoted 
to v.p. in charge of sales of Lord 
Mfg. Co., Erie, Pa., maker of pre- 
cision vibration control mountings 
and bonded-rubber parts. 


Strunk to Foltz-Wessinger 

Strunk Equipment Co., Coates- 
ville, Pa., maker of farm chain 
saws, has appointed Foltz-Wes- 
singer, Lancaster, Pa., to handle its 
advertising. 


Appoints Charle= Preston 


Charles S. Pre-ion, formerly} 
public relations cou :el in Wash- 
ington, has been na!.ed an account 


consultant for Fle 
& Associates, Wa 
relations consultar 


Odell Co. Switches Agencies 
| Odell Co., New: 
Trol hair tonic, hc 
account from Law 
binner Advertising 
Lewin, Williams 

| York. 


man, Hillard 
ngton public 


| Acushnet Will Add 
‘Magazine Space for 
|Christmas Campaign 


New Beprorp, Mass., Aug. 19— 


¥ | National advertising will be added 


/to the annual Christmas promo- 


rk maker of/tion of Acushnet golf balls this 
switched its 
ence C. Gum- 
New York, to 
Saylor, New 


| year. 

Acushnet Process Sales Co. last 
year did well, its executives feel, 
jin Christmas gift sales, although 


than any other magazine in the world* 


tion. On sale at all A&P stores. 


no advertising was used. This year 
they expect sales to “go ‘way ahead 
iof last year’s figures” with mag- 
jazine ads promoting Acushnet’s 
| Personalized Titleist balls. 
| Starting in November, Esquire, 
| Holiday, House Beautiful and The 
New Yorker will carry fractional 
pages urging the balls as Christ- 
|mas gifts. Golf World and The 
| Golfer will carry the message to 
the trade. 

H. B. Humphrey, Alley & Rich- 
ards, Boston, handles the account. 


Appoints Vince Martinson 
Vince L. Martinson has joined 
Kerker-Peterson & Associates, 
Minneapolis agency, as a copy- 
writer and member of the pub- 
licity staff. Before completing a 
tour of duty with the Navy, Mr. 
Martinson was associated with an 
audience participation show on 
WDGY, Minneapolis. 


WTCN Promotes Light 

Ken Light, a member of the sales 
staff for the past five and a haif 
years, has been promoted to sales 
manager of WTCN, Minneapolis. 


House «Garden 


House & Garden r 
have high incomes . 
20% have incomes o 


$25,00 


and over 


39% have incomes of 


and over 


55% have incomes of 


$10,000 


and, over 
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Minneapolis Artists Elect 


Jay B. Peterson, art director of 
Kerker-Peterson & Associates, has 
been elected president of the Min- 
neapolis Society of Artists and Art 
Directors. Other officers elected 
are William Olson, art director of 
Knox Reeves Advertising Inc., v.p.; 
Paul LeMay, Kerker-Peterson & 
Associates, treasurer, and Marion 
Zacher, free lance artist, secretary 


Simmonds Names Howard 


Simmonds Upholstering Co., 
Lawrence, Mass., has named Lloyd 


S. Howard Associates, New York, 
to handle advertising and promo- 
tion in the New York area, News- 


papers, radio and television w ill be 
used 


~"Show-me" Space Buyers 


repeatedly 
schedule 
the 


Elks! 


| McKee Promotes Rifenburgh 


William R. Rifenburgh has been 
named consumer products and ex- 
port sales manager of McKee glass 
division of Thatcher Glass Mfg. 
Co., Elmira, N. Y. He has been as- 
sociated with the company since 
March. Before that he was with 
Bonny Distributing Co., Syracuse, 
N.Y 


Jeds Mtg. Names Adams 

Jeds Mfg. Corp., Brooklyn, a 
new company which makes custom 
bedspread ensembles, has named 


A. D. Adams Advertising, New 
York, to handle its advertising, 
publicity and sales promotion 
Trade publications and direct mail 
will be used 


| fascism and security” 


| Ross 


Pink-Tinged Typo 
Brings Dismissal 
of N. Y. Linotypist 


New York, Aug. 19—A linotype 
Operator who made a typographi- 
cal error in favor of the Commu- 
nist Party has been fired by the 
Long Island Star Journal. 

The dismissal, upheld by a five- 
man arbitration panel, was ordered 
as a result of a typo which was 
made last September. More than 
one-third of the newspaper’s first 
edition was out before the error 
was caught 

The linotypist, Allan Ross, who 
had been employed by the paper 
for 13 years, reportedly transcribed 
“American system of freedom and 
security” as “American system of 
while setting 
type 


® Local #6 of the International | 
Typographical Union (AFL) ar-) 
gued that the linotypist had made 
a normal error in copy which had 
not been proofread at the time the 
first edition went to press. Under 
the union contract he was there- 
fore not responsible for errors. 
Edward J. McDonald, chairman 
of the arbitration panel, disagreed. 
His report states that the substitu- 
tion of “fascism” for “freedom” 
was “too patent to suggest error.” 
told the panel, two of 


Results are the only sales story that interests mail order) whose members were appointed by | 


advertisers. When the most successful repeat their ads 


in a magazine, you know it pulls orders. 


| the union and two by the newspa- | 
per, that he had been a member 
|of the Communist Party and had} 
taught in Communist training 


And repeating is what advertisers are doing in the Elks schools. He denied any current as- 
f Family Shopper. We'll gladly show ‘you their volun- 
teered reports of results. 


Investigate this MILLION-strong market where the me- 


dian income is double the national . 


. where the rate 


is $2.15 per page per thousand. 


lks 


MAGAZINE 


YORK « CHICAGO « DETROIT « LOS ANGELES 4 


‘Tha Outdoor A. 


~. 


TAXIPOSTERS 


Taxiposters take your story to the people! 
These colorful. weatherproof 23” x 38” 
card displays ride at eye-level, always. 
No neck-craning, head-turning. eye- 
twisting! They're easy to see. 
everybody sees them! Low cost, complete 
coverage. 5 to 7 miles for just a penny a 
poster! Write for rates, availabilities . . 
TODAY! 


.and 


Easiest to See 


duentising 
WHALEY TAXIPOSTERS 


EB. WHALEY COMPANY 


136 Se. Fourth Avenue 
Louisville 2, Kentucky 


| sociation with the party, however. | 


Cranberry Fete and Week to 
Kickoff Ocean Spray Brand 

The annual Cranberry Festival 
on Sept. 27 and Cranberry Week, 
which follows through Oct. 4, will 
provide the kickoff for an Ocean 
Spray promotion by the National 
|Cranberry Assn., Hanson, Mass. A 
scoop of red berries will announce 
the new crop in October advertise- 
| ments scheduled for American 
| Family, Better Homes & Gardens,| 
| Better Living, Family Circle, Good | 
| House keeping, Ladies’ Home Jour-| 
nal, Parents’ Magazine, The Amer-| 
|ican Weekly, This Week Magazine 
land Woman’s Day. Television spots 
will run in major cities before or | 
after leading shows. 

A set of cutters to make cran- 
‘berry sauce into cut-outs of chicks, 
turkeys, and Christmas trees, is 
being offered. Harry M. Frost Co., 
Boston, is the agency. 


Borden Shifts Smith 


Lyle W. Smith Jr. has been ap- 
pointed advertising manager of the 
Chicago-Central fluid milk and ice 
cream district of Borden Co. He 
has been assistant advertising 
manager of the company’s Cali- 
fornia district for the past five 
years. In his new position he will 
coordinate all advertising activities 
of the Chicago-Central district and 
will assist divisional advertising 
managers in their advertising and 
sales promotion. Before joining 
Borden, Mr. Smith was associated 
with several Chicago advertising 
agencies. 


Wings Creates New Dept. 

Wings Shirt Co., New York, has 
established an advertising and re- 
tail promotion department under 
the direction of Henry J. Laven- 
thol. An outgrowth of suggestions 
by the Wings agency, Zlowe Co., 
the new department will offer a 
custom made ad service to retail 
stores wishing to tie in with Wings 
national advertising 


Names Noble-Dury Agency 
Phillips & Buttorff Mfg. Co., 
Nashville, Tenn., maker of Enter- 
prise gas and electric ranges, has 
named Noble-Dury & Associates, 
Nashville, to handle its advertis- 
ing. Previously, C. P. Clark Inc., 
Nashville, had the account 


Magnecord Moves Oftices 

The sales and advertising office 
of Magnecord Inc., Chicago, has 
moved to 225 W. Ohio St. 


Advertising Age, August 25, 1952 


Getting Personal 


Edward “Ted” Rogers has taken a leave of absence from the 
Hollywood office of Dancer-Fitzgerald-Sample Inc. to serve as di- 
rector of radio, TV and personal appearances for Sen. Richard 
Nixon, Republican candidate for v.p. . . 

Harry H. S. Phillips Jr.. ad director of Time Inc., has been named 
to the board of trustees of Wesleyan University, Middletown, 
Conn. . .David R. Daniel, general manager, Hartford Times, and Mrs 
Daniel have announced the engagement of their daughter, Diana 
Lee, to John C. Morgan Jr... 

Mutual Broadcasting Sys- 
tem’s director of press infor- 
mation, Francis X. Zuzulo, 
took his missus to Bermuda 
for their tenth anniversary... 
network, WOR 


At the same 
account executive Jack Moh- 
ler has returned to his desk 
after 17 months as an Army 
captain in military  intelli- 
gence 

Add to the current flying 


saucer tales that of Joe Ruff- 
ner, product publicity man- 
ager for Lever Bros. Co. On a 
recent trip to Atlantic City, he 
and two others spent 15 min- 
utes describing to each other 
the flying objects they saw 
scooting across the sky. Must 
have been an interesting con- 
versation. 

Marcy Ellen Davis is the 
third addition to the house- 
hold of Kenyon & Eckhardt 


v.p. Hal Davis. Marcy joins 
two brothers...Theodore C. 
Streibert, General Telecasting 


HEARSTS IN HAWAII—David Hearst, pub- 
lisher of the Los Angeles Herald & Express, 
arrives in Honolulu with Mrs. Hearst, their 


son David Jr. and daughter Milicent. They 


System prexy, has been 
spent a 16-day holiday in the islands. 


elected a board member of 
trustees of Adelphi College... 

At the recent convention of the Society of American Florists in 
Louisville, Nathan E. Jacobs, president of Bozell & Jacobs, Chicago, 
was commissioned a Kentucky Colonel by Gov. Wetherby in recog- 
nition of “outstanding achievement in public relations on behalf of 
the florist industry.” The florists’ group is a B&J account... 

A new product has been announced by B. H. Chance, advertising 
and sales promotion manager of Nuclear Instrument & Chemical 
Corp., Chicago. A baby daughter, named Denae was born Aug. 7... 
Another new Chicagoan is Kimberly Marie, daughter of Dave 
Waters, NBC-TV director, and Mrs. Waters...In Hollywood, Art 
Mortensen, national ad manager of the Don Lee Broadcasting Sys- 
tem, is accepting congratulations on the arrival of Nicolene, who 
checked in Aug. 9... 


AT SUN VALLEY—Ben Duffy, president of Batten, Barton, Durstine & Osborn, New 
York, daughter Miriam and Mrs. Duffy are on hand to watch son David play o 
tennis match at the mountain resort. 


P. L. Jackson, publisher of the Journal, Portiand, Ore., William 
Welch of Crown-Zellerbach Corp., San Francisco, and Patricia Lee, 
head of her own model agency in Portland, were among the judges 
in the state finals of the Miss Oregon pageant held at Seaside July 
27-28... 

Everett Mitchell, veteran farm commentator at NBC, Chicago, 
and emcee of the National Farm and Home Hour, was married 
July 26 to Clara Christensen in Park Ridge, Ill. They’ve been honey- 
mooning in Banff and Lake Louise... 

“For the dynamic part he has played in the development of avia- 
tion in Connecticut over the past 30 years,” a bronze portrait bust of 
Francis S. Murphy has been placed in the new $2,000,000 Terminal 
Bldg. at Bradley Field, Windsor Locks, Conn., and formally pre- 
sented to the state editor and publisher of the Hartford Times, and 
chairman of the State Aeronautics Commission, Mr. Murphy was 
hailed as the man responsible for acquiring the field for the state 
and developing it into a major commercial airport. 

A new trustee of the Antioch College Alumni Assn. is H. Jack 
Lang, president of Lang, Fisher & Stashower, Cleveland. ..Double 
duty v.p. is John Sudarsky, v.p. and treasurer of the Hartford Cour- 
ant. He is also executive v.p. of Superior Steel Ball Co., New Britain, 
of which his son Daniel is president and treasurer. . 

George M. Neil, general manager of the Philadelphia Inquirer, 
has added to his collection of civic affairs jobs the chairmanship of 
the third annual United Fund drive in Philadelphia. 
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Arnold Newman Photo 


The morgue that holds a million lives 


Strange how adages sometimes grow from being right to being trite to being 
utterly meaningless. That one, for instance, about there being nothing so 
dead as yesterday’s newspaper. It’s a laugh. 


Even today’s most unsophisticated newspaper reader knows that the news 
flows in an endless and a living stream. Today’s news flows from yesterday’s, 
takes on shape and significance because of day before yesterday’s, moves 
meaningfully into tomorrow’s. 


That’s what makes the morgue, despite its name, one of the livest and some- 
times one of the liveliest spots in any well-run newspaper organization. 
The morgue is where reporters and editors find clippings from yesterday’s 
newspapers to help them make tomorrow’s paper even more informing. 


In The New York Times morgue, filed for instant reference, are clippings 
on some 1,100,000 persons, 65,000 subjects, 300,000 corporations, 500,000 
geographical locations. New clippings, culled from newspapers and periodi- 
cals, are fed into the morgue at the rate of 4,000 a day. 


Che New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


But on The Times, the morgue is only one of a group of related reference and 
research departments that help reporters and editors enrich and illuminate 
their stories with needed and sometimes elusive facts. Chief Librarian 
Chester M. Lewis also has available some 26,000 books, 4,000 pamphlets, 200 
periodicals. There are some 10,000 maps. There are over 2,000,000 pictures. 


It takes half a hundred people to keep The Times morgue and the related 
reference and research services working smoothly and up-to-the-minute with 
the news of the day. These services are an important part of The New York 
Times team. They help the rest of The Times staff, the largest and most 
versatile newspaper organization in the world, produce each day a news- 
paper that is alert and vigorous, interesting and informative, different 
from any other. 


*You have only to read The Times one day to discover how much more 
there is in it. It follows that readers get more out of it. And logically, there- 
fore, advertisers get more out of it, too. There’s a lot about today’s Times 
you ought to know. When may we tell you” 
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Samuelson to Hammarlund 

Dale Samuelson, formerly pub- 
licity supervisor and trade rela- 
tions editor for the communica- 
tions and electronics division of 
Motorola Inc., Chicago, has been 
named sales promotion manager 
for Hammarlund Mfg. Co. New 
York. 


Condit Advertising Art Moves 
Condit Advertising Art, Denver, 
has moved to 516 Acoma St. 


GE to Introduce 
Portable Mixer 


Bripcerort, CONN., Aug. 19— 
General Electric Co. is introducing 
a portable electric mixer on the 
market late this fall. 

Selling at a fair trade price of 
$19.95, the mixer has a keyhole 
slot in the bottom which makes it 
easy to hang on the wall for stor- 


AD VER TIS ER 


rue AD-VER-TIS-ER, INC., FORT WAYNE, INDIANA 


age. It can be used with one or| Sentinel to Introduce New 
two beaters. The beaters have no Radio and TV Models for ‘53 
center shafts. . 
Trade pro i istin t| Sentinel Radio Corp., Evanston, 
promotion, consisting of|1}}, will introduce 18 new 1953 
an announcement plus a followup | television sets and 17 radio sets in 
ad, is scheduled for Electrical | September. 
Dealer, Electrical Merchandising,| Introductory campaign will 
Hardware Retailer and Retailing| break in the September issue of 
Daily. |The Saturday Evening Post. In- 
Consumer promotion will break sertions in Better Homes & Gar- 
with a four-color page in Parade | 2°" and Time will follow, plus a 


. , schedule of farm magazines. Win- 
and This Week Magazine Oct. 12.| Gow and floor displays, direct mail 


A four-color half page will run|and hand-out pieces and a com- 
in the same magazines Nov. 9/ plete ad mat and electro service 
and Dec. 7. This will be supple-|for newspapers and special pub- 
mented with copy in selected Sun-|lications and spots for TV and ra- 
day supplements and independents, | 4/0 are being readied as part of a 
point of sale and direct mail. ta cooperative plan. Casler, 

Young & Rubicam, New York, is empstead & Hanford, Chicago, is 


the agency. | the agency. 


|JWT Appoints DeBevec 
FC&B Appoints Eden John L. DeBevec, formerly on 
Barbara Eden, formerly in the| the plans board of Ward Wheelock 
copy and production department of | Co., Philadelphia, representing me- 
B. Burkitt Advertising, Port-|dia, has been named associated 
land, Ore., has been named assist~ | media director of J. Walter 
ant to Foote, Cone & Belding’s Pa-| Thompson Co. in Chicago. A. G. 
cific Northwest manager in the|Ensrud continues as associate me- 
Portland office. She succeeds Vir-|dia director in the media depart- 
ginia Hedges, who has resigned. | ment. 


Automotive 
SALES...... 


IN THE 


sy 
Ae 
SAN DIEGO 
CALIFORNIA 


IMPORTANT CORNER 


ii 


wt | 


Pontiac, Mich. 
Rochester, N. Y. 
Birmingham, Ala. 


San Antonio, Texas 


$101,650,000 
98,256,000 
94,917,000 
92,264,000 


St. Paul, Minn. 68,112,000 
Des Moines, lowa 61,766,000 
Salt Lake City, Utah 53,022,000 
Decatur, Illinois 23,852,000 


SAN DIEGO, CALIF. 


$113,974,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT 
SURVEY OF BUYING POWER 


U. S. A. 


ING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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New Synchronizer 
Joins Commentary, 
Projection Slides 


Bayonne, N.J., Aug. 19—Syn- 
chromatic Products Co. is cur- 
rently marketing Synchroslide, a 
new method for synchronizing re- 
corded commentary with projec- 
tion slides. 

Synchroslide is being plugged as 
the “missing link between tape 
|recorder and slide projector.” It 
| employs cuing patches of tape, 
that, when they pass through a 
specially designed electric eye 
mechanism, trigger the projector's 
changing apparatus electrically. 

Affixed to the magnetic tape, 
these patches—which are ordinary 
white cellophone tape—may be 
moved about or switched as de- 
sired. 


® Using the system, any user can 
experiment with his tapes until he 
gets the split-second timing in the 
presentation he wants. Synchro- 
matic thinks advertising agencies 
will like it for story-board presen- 
tations, that industrial companies 
will use it at sales meetings and 
sales training programs, and that 
it has important educational ap- 
plications. 

As many as three automatic syn- 
chronized slide changes per sec- 
ond are attainable with the ma- 
chine, enabling the user to show 
“explosion” or “stop motion” 
scenes. Further, it can be used 
with most tape recorders, and 
most 16mm, 13mm or 2x2” projec- 
tors. It comes in two models— 
Mode! 100, which is portable, and 
completely self-powered, and 
Model 200, which is a factory-in- 
stalled unit. 


|Largest Miami Beach Hotel 
Drive Being Planned by Group 


| Plans for the largest hotel co- 
|operative advertising campaign in 
| Miami Beach are now in the talk- 
ing stage. Sam Kaplain, executive 
secretary of the Miami Beach 
Hotel Assn., told ADVERTISING AGE 
that “hotel row” on Collins Ave. 
{will be divided into groups or 
zones. Meetings have been sched- 
uled during which the associa- 
tion will offer a cooperative ad 
plan in a determined effort to 
channel vacationers into member 
hotels. 

At the same time, committees 
within each group will be named 
to determine appropriations and 
designate media to be used. Defi- 
nite figures are not available, but 
the combined budgets will go be- 
yond previous expenditures. 


KOIN, KJR Sales Okayed 

The Federal Communications 
Commission has approved the sale 
by Field Enterprises of KOIN and 
KOIN-FM, Portland, Ore., and 
KJR, Seattle, to Mt. Hood Radic 
& Television Broadcasting Corp. 
| (AA, July 14). 


a 
_“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 

What has a “Strip-teaser” to do with 
selling a newspaper? Well—it drama- 
tizes our story that an attentive audience 
(69% of the families in Bayonne) is wait- 
ing for your message when you place an 
= schedule in THE BAYONNE 

'MES. 


THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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Lucky Strike Test 
Leads to 8-Week 
Newspaper Drive 


New York, Aug. 20—American 
Tobacco Co. has started a large 
Lucky Strike ad drive in weekday 
newspapers for the first time in 
two and a half years. 

An eight-week drive in 150 
newspapers in 125 markets fea- 
tures the theme: “Now see for 
yourself why Luckies taste better.” 
The dominant illustration shows 
the now-familiar “strip” test. 
Space in each market will total 
about 15,000 lines. 

The new drive follows test cam- 
paigns earlier this summer in June 
in newspapers in Birmingham, De- 
troit, 
Ia. (AA, July 14). 


® Backing the newspaper push will 
be local sales and merchandising 
activity which will feature the 


“Greatest Show on Earth” presen- | 
tation of the Bureau of Advertis-} 


ing, ANPA. A special Lucky Strike 


adaptation cf the full-color slide} 


show will be used in local sales 


meetings of wholesale and retail} 


tobacconists. 

The presentation will 
ranged by individual newspapers, 
which will also help in the devel- 


opment of mass displays, mailings} 


to distributors and dealers and re- 
tail tie-in advertising. 

The “Greatest Show” presenta- 
tion has backed national newspa- 
per campaigns for canned foods, 
soap, paint, automobiles and other 
products. 


Rival Dog Food Drives to 
Capture New York Market 

Rival Packing Co., Chicago, has 
launched an intensive campaign to 
make its Rival dog food the No. 1 
seller in the New York market. 
Newspapers, radio and television 
will be used to back the promotion 
in New York and in those parts of 
Connecticut and New Jersey where 
New York radio and television sta- 
tions are seen and heard. 

Radio and television advertising 
will be spots over WCBS and 
WCBS-TV, featuring a _ radio 
jingle (Give Me Rival Dog Food, 
Arf Arf) to the tune of the Blue 
Danube Waltz. Charles Silver & 
Co., Chicago, is the agency. 


Brewer Adds One, Boosts Two 


Joseph Campbell, formerly as- 
sociated with Campbell-Mithun, 


Minneapolis agency, has been 
named advertising manager of 
Minneapolis Brewing Co. Ed 


Wright, salesman for the company, 
has been promoted to assistant 
sales manager and Robert Ingram, 
also from the sales staff, has been 
advanced to merchandise mana- 
ger. 


You can’t go wrong with Eureka 
designed and produced trading 
stamps, collection books, or poster 
stomps. Eureka's leadership in this 
field is your assurance of a job well 


Write tedey for information ond somples 
EUREKA SPECIALTY PRINTING CO. 
Specietty Division 
567 Electric Street — Scranton 9. Po. 


‘tion, has amicably dissolved. Mr. 


Providence and Waterloo, 


be ar-| 


maker of coupons, certificates 


Eureka troding stamps, poster stomps 


and gummed stotionery items 


Miami PR Firm Dissolves 
The Hal Pearl-Hal Herman part- 


nership, Miami publicist organiza- e 


1 


jou are interested in taking your sales promotion information 
ut of your dealer's literature rack and putting it into the 
homes of his prospects and customers . . . where it can begin 

to sell. . . Write to Dept. S-2. 


Dob 


185 NORTH WABASH AVENUE © CHICAGO I, IhtINOIS 
SPECIAL CONSUMER PUBLICATIONS AND MAGAZINES 
DIRECT CONSUMER PROMOTION 


Pearl continues as Florida repre- 
sentative for Bergman-Jarrett, 
New York agency, and Mr. Her- 
man has opened offices at 311 Lin- 
coln Rd., Miatni Beach, and con- 
tinues with the Town of Bay Har- 
bor Islands account, which will 
fix a national and local ad budget 
in October. | 


Names White & Co. Agency 

Superior Varnish & Drier Co., 
Merchantville, N.J., maker of 
varnishes, driers, compounds and 
specialties for the printing ink in- 
dustry, has appointed Charles A. 
White Jr. & Co., Philadelphia, to 
handle its advertising. Trade pub- 
lications and direct mail will be 
used. 
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the SPOT for SPOT RADIO 


men CHAIN ising IN ACTION! 


Sales boosts reported: from 31% to 200% on products 
| ranging from soaps to cereals—from desserts and drinks 
to dog food! 
With MerCHAINdising you contract for WGAR’s 
effective selling, plus tie-in displays in 197 outlets of two 
leading national chains. It stimulates sales by powerful 
advertising; clinches sales at point of purchase. 
Learn what WGAR can do for you. Send for the new 
MerCHAINdising plan book with all the answers. 


» Mite 
eo e 
WGAR Clevelond + 50,000 Wotts » CBS <= A 


EASTERN OFFICE: 665 FIFTH AVE., NEW YORK CITY 


ted Moti 


ie 273.7 Rep ily by The Henry |. Christal Co. 
D In Canada by Radio Time Sales, Ltd., Toronto 


S 


| RADIO . . . AMERICA’S GREATEST 
ADVERTISING MEDIUM 
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Mactadden Gets Inspiration 
from Kennedy Copy 

To the Editor: May we con- 
gratulate ApverTISING AGE in the 
publication of “The Lasker Story” 
in the past three issues of ADVER- 
risinc Ace. We knew AD— in Chi- 


$20,000 WORTH 
of art and layout 
material for only 


. 5 Hall, $180 
> CLIPPER 


Multi-Ad Services, Inc 


’ ill 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


cago in the early 1900s when we 
were operating our first Physical 
Culture Restaurants and he was 
laying the foundation for his great 
financial and advertising success— 
1898-1915. 

I have personally learned by ex- 
perience that advertising is sales- 
manship in print—so well ex- 
plained in your issue of this week 
featuring the inimitable John E. 
Kennedy. 

His advertisement for Dr. Shoop 
reproduced in last week’s AA 
helped us to improve the layout 
and appeal in the Macfadden 
Physical Culture Hotel ad which 
appeared last Friday in the New 
York Daily News. 

The first layout for the ad had 


a heavy border and made the copy | 


too crowded and cut down the dis- 


play and the human appeal. After 
reading the Dr. Shoop advertise- 
ment we changed the entire setup 
and made it more like an editorial 
in the News—with the same kind 
of display lines and heading as 
Kennedy’s Dr. Shoop copy. Results 
—the first day Saturday we re- 
ceived over 80 good replies and 
up to today we have over 100—the 
best results we have ever had from 
our advertising this year, thanks 
to the News and its responsive 
readers, 

However, the kind of copy, type 
and layout I like best is shown in 
attached photostat of our “Are 


|Labor Leaders Committing Sui- 
cide” page. Possibly you may wish | 


able type, well displayed without 
any waste of white space. 

This is an advertisement we hope 
to see published in every big city 
newspaper in the U. S. and abroad. 

Of course, your Ap AcE is the 
most readable and instructive ad- 
vertising public relations magazine 
that comes to my desk. 

Thanks for giving us “The 
Lasker Story.” We need more such 
articles built from the successful 
and sometimes unsuccessful ex- 
periences of men like Wm. H. 
Johns, John Lee Mahin, Stanley 
Resor, Dr. Herbert S. Houston and 
others who during 1900-1919 laid 


the foundation that has put charac- | 


ter and class and dependability of 
advertising in newspapers and 
magazines, radio and now the mir- 
acle medium of all, “TV.” 
BERNARR MACFADDEN, 
Bernarr Macfadden Founda- 
tion Inc., New York. 
e 


to comment on same. Arthur Bris- | Knew Him When 


bane taught us all to use com-| 


pelling headlines and large, read- 


To the Editor: In response to 
Paul Dyal’s inquiry in your Aug. 


WORCESTER’S 
516 Million 


Grew 19% last Year! 


Think of the tremendous sales potential awaiting 
YOUR drug product in the Worcester Market, where 1951 
drug sales alone totaled $16,011,000 —a 19.3% gain 
over the previous year! This jump helps to explain why 
Worcester families buy 17% more than the national 


family average. 


Market YOUR product successfully in this growing, 
buy-conscious Central New England Market, through 
regular advertising in the Telegram-Gazette — the papers 
that reach 153,234 prospects every day, over 104,542 


every Sunday. 


Source: Copyright 


1952 SALES MANAGEMENT Survey of Buying 


Power; further rep 


WORCESTER'S WONDROUS TWINS: 1. HIGH BUYING POWER, 2. INTENSIVE NEWSPAPER COVERAGE 


WORCESTER 


TELEGRAM 
G ALEVE 


OWNERS OF RADIO STATION WTAG AND WTAG-FM 


WORCESTER, 


MOLONEY, REGAN & 


MASSACHUSETTS 


SCHMITT, Inc. 


National Representatives 


George F. Booth, 


Publisher 
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4 issue as to who the John Ken- 
nedy was that worked for Lord & 
Thomas, would say that he was a 
copywriter and a very close friend 
of my father who was also with 
Lord & Thomas for more than 30 
years. 

I know that this Mr. Kennedy 
was never Ambassador to the Court 
of St. James because he passed 
away many years before the man 
of the same name was made Am- 
bassador. 

Mr. Kennedy was one of the top 
|copywriters of his day and I have 
spent many hours in his home as a 
playmate of his eldest son, Claude. 

I hope this will answer Mr 
|Dyal’s question. 

R. M. KirTLanp, 
| Vice-President, Gordon Best 
| Co., Chicago. 

| . 

|Wants Lasker—Complete 

To the Editor: Several of the 
}executives of our organization 
|have been reading “The Lasker 
| Story...As He Told It,” which has 
been featured in ApVERTISING AGE 
in instalments. 

If possible, we should like to 
purchase “The Lasker Story” in its 
entirety. May we? 

H. R. Larson, 

National Advertising Co., 

Waukesha, Wis. 

The Lasker Story will probably 
|run in 25 instalments and will be 
lavailable in booklet form when 
| the series is completed. 
= 

Thoughts on Lasker? 

To the Editor: 

MUCH ADO... 
Plowman, here’s a modern plow, 

The experts did design it. 
| But before you use it, sir, 

You first, sir, must define it. 


| 


This washer’s very simple, mam, 

But you had best decline it, 

| And go on scrubbing clothes by 
hand 

| Until you can define it. 

You advertising genius, you, 

Don’t go near the biz 

| Until the lexicographers 

Can tell you what it is. 

Lou LARSEN, 

Copywriter, Adamson, Buch- 

man & Associates, Salt Lake 

City. 

e + e 
Has a Simple Solution 

\of the Saucer Mystery 

| To the Editor: The flying saucer 
which has mystified the American 
public is no mystery to us in the 
agency business. 

By what other means could we 
possibly be visited by so many 
space men? 

Gorpon Bruun, 

Account Executive, The Jay H. 

Maish Co., Marion, O. 

a ° a 
Telemeter Would Put TV 
Subscriptions on Cash Basis 

To the Editor: As you undoubt- 
edly know, several weeks ago on 
a Saturday night Bob Hope and 
Bing Crosby went on a Telethon 
which lasted 14 hours. 

During that time some of the 
outstanding entertainers in all 
show business appeared and per- 
formed. Both major networks car- 
ried the show and millions of peo- 
ple saw it. 

The purpose was to raise money 
for the U. S. Olympics Fund and 
it appeared to have succeeded with 
more than $1,000,000 being pledged. 

Now, weeks later, less than 
$200,000 has been received from 
the million dollars pledged. This, 
of course, is a bitter disappoint- 
ment to the people who worked so 
hard and contributed so much. It 
is also a rather sad commentary 
on the large number of people who 
promised to put up money and 
then didn’t come through. 

The result, however, was no 
surprise to people in the enter- 
tainment business...it is a well 
known fact that entertainment can 
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only be sold on a CASH BASIS. 
Several people have commented 
since that it would have been a 
wonderful thing if Subscription 
TV had been in operation so con-| 
tributions could have been made 
immediately, and in this connec- 
tion we would like to call to your | 
attention the fact that Telemeter | 
is the only system of Subscription | 
TV that operates on a strictly 
CASH... .pay-as-you-see basis. 
PauL MacNaMara, 
International Telemeter Corp., 
Los Angeles. 


Chance for a Hookup 

To the Editor: Did Box 5171 and 
Box 191 ever get together? 

Will they be able to settle the 
money question? 

Will they live happily ever aft- 
er? 

(We'll be eagerly tuned in next 
week for the next instalment of 


Z POSITIONS WANTED 
TISING, MERCHANDISING, 
SALES PROMOTION MAN 


Varied experience with agencies and _ma- 


Offers Another Suggestion 
on Emergency Ad Plates 
To the Editor: Tips for the Pro- 
duction Man (AA, July 21) says: 
“If your consumer or trade publi- 
cation ad program comprises four 
or more publications and if you 
furnish complete ad plates, it will 


| pay you to have a spare or ‘safety’ 


electro made. This plate should be 


| held in readiness in case of emer- 
| gency.” 


Better yet for safety and costs— 
have the electroplater deliver to 
you the plastic mold he made. If 


|he is the more modern type oper- | 


ator he will go along with you 
in this request, knowing of course 
that you'll go right back to him for 
duplicates. 

A most interesting column you 
have, and I hope AA sends a 
marked copy to each of the produc- 
tion men listed in the Standard 
Register. 


This last is directed to the cir-| 


culation department. 
H. E. ANDERSON, 
Evanston, Ill. 


display 


that 


Promotes Dan Hamilton 

Dan Hamilton, 
vertising for Farn & Home Sav- 
ings Loan Assn. 
Houston and Dalla 
|moted to director of 
and public relations. He will move 
to Nevada, Mo., where the com-. 
pany has its headquarters. 


Burrus Named Sales, PR V.P. 

George M. Burrus, 
the president of United Board & 
Carton Corp., New York, has been 
elected v.p. 
‘sales and public relations. 


‘Observer’ Prom: : 
W. Henry Hawk 
promoted to assis! 
the national adv: 
ment of the Obse er, 
N.C. C. W. Neagl 
vertising manage Mr. 
joined the paper 
1948, as a salesm 
advertisi 
and in 1950 becar 
department. He 
Thomas J. Fox, w! 
national advertisir. 
the Miami News. 


es Hawkins 
Jr, has been 


ing depart- 
Charlotte, 
s national ad- 

Hawkins 
December, 
in the retail 


and the like. 
department 


Names Fred Bock Advertising 

Akron Presform Mold Co., Cuy- 
' manager of ahoga Falls, O., has named Fred | CATCHER 
Bock Advertising Co., 
handle its advertising. The com- | #here. 100 
pany makes aluminum forms for 
latex products, such as balloons, 
toys, baby pants, surgical gloves | % 


Increase wages 


FREE A. 


shi ads 
with LiPafike 4 Bye: 


phot 
by biggest savertioors 
Nothing like them - 
new subjects 


Akron, to 


supervisor of en 
succeeds 
has joined the 
‘epartment of 


lirector of ad-| 
Fort Worth, 


has been pro- | 


pr of El Paso. 
advertising 


assistant to 


NOW READY—1952 EDITION 
GROCERY PRODUCT 
DISTRIBUTION SURVEY 


A check of 72 classifications in 50 grocery stores in the city 


TO CHECK YOUR DISTRIBUTION 


Write General Advertising Department, Newspaper Print- 
ing Corporation, El Paso, Texas. 


FOR YOUR FREE COPY 


Che El Paso @imes El Paso Herald- Post | 


t N 


cee ~~ Newspaper 


in charge of board 


Y 


ton 


jor brewery. Currently merch 

mgr. for leading packaging company. Ex- 
perienced in customer contact, point-of- 
sale, research, testing, contests, 
tions, films, public speaking. 37 
opportunity to expand your sales, 


for | 
memes MANAGER || 
Regional Brewery in Midwest | 
requires experienced adver- 
tising manager. Good salary 
to right man. Beer or bever- 
age experience important. 
Must know point-of-sale, 
sales promotion, advertising, | | 
and be able to supervise rela- 
tively large budget. Write 
fully, giving details of experi- 
ence. Replies confidential. 


Box 191, Advertising Age 
200 E. Illinois St. 4 
Chicago 11, Illinois Pa 


“Our Boy, Brewery.” Don’t disap- 
point us, AA.) 
LUCILLE FREEMAN, 

Haverty Furniture Co., At- 

lanta, Ga. 

Sorry, what happens to box 
numbers in our classified columns 
is a secret that only the advertiser 
knows. 


What Shall | Be? 


High school students are very 
much interested in career and 
job opportunities. 

Companies which want to 
lay the foundation for future 
personnel should tell students 
about the people who work for 
the company, what the com- 
pany stands for, what it makes 
and sells. This is also a good 
way to sell products and build 
lasting good will. 

Don’t make the mistake of 
starting this job too late. Stu- 
dents usually discuss vocations 
at the ninth grade level. You 
should begin to guide them at 
the junior high school level. 


Scholastic Magazines take 
your story directly to the stu- || 
dents, right in the classrooms, 
where vocational discussions 
take place. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 


The apron length glass curtains shield 
floor depth drapes add color. 


sunlight... 


3 


TTT 
reeeeueueneqsenseqsses 


Gay cafe curtains for the lower half of 
window give privacy... 


“Brighten the corner 
where you are...” 


For the women on the prosperous 


Midwest farms curtains are hot news 


and featured in SUCCESSFUL FARMING, 


These farmers have had a dozen 


years of unbroken prosperity, and big 


incomes. During the war years they 


paid off their outstanding mortgages, 
reduced their debts. Mechanization and 


“i 


IK 


and machinery. 


electrification of farms 
resulted inatremendous 
new postwar market for 


equipment, power tools 


The farm home is 


now catching up with the farm plant. 


And remodeling the old houses and 


building new houses is going on at 


an unprecedented rate. The Midwest 


farm home is today’s choicest market 


for quality furniture and furnishings, 


rugs, central heating, modern kitchens, 


major appliances. 


The best medium for reaching the 
new market is SuccessFuL FARMING 


..which gives more editorial space, 
effort and thought to bettering farm 


living than any other major magazine. 
SUCCESSFUL FARMING concentrates 
nearly a round million of its 1,200,000 
circulation among the nation’s best 
farm families in the fifteen agricultural 
Heart states...with the best land, and 
largest investment in physical plant... 
operated with the best brains, best 
methods, machinery and management 
..producing the highest yields and 
cash incomes. The average earnings 
of the SF subscriber easily exceed the 
US farm average by 50%. 


Generar media merely fringe the 
best market, and TV touches it lightly. 
No advertising medium gives as much 
of today’s choicest class market as 
SuccessFUL FARMING, and no national 
advertiser can balance his sales effort 
without it! Full facts, any SF office. 


MerepitH PusiisHinc ComMPANyY, 
Des Moines... New York, Chicago, 
Cleveland, Detroit, 
Atlanta, Los Angeles. 


San Francisco, 


match wallpaper. 


Light filters through wide mesh curtains 
...makes pattern of sun and shadow. 


Sheer organdy, ruffled tie-back curtains 
form frame for a feminine dressing table. 
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Pull-back floor length drapes...give light 
control for the corner picture window, 


Bee. ee es 
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NICE GOIN’—Margoret Isaacs, junior copywriter at Cunningham from among 500 names which were submitted by C&W staffers. 
& Walsh, receives check from Jack Cunningham for naming the ‘Fellow contestants (left to right) are Isobel Culley, Doris Hawley 
agency's new house magazine, “CWote.” The title was chosen and Helen Bailey. 


MAGAZINE AWARD-Gerald D. Vosburgh (left), assistant publisher of Mill & 

Factory, presents the magazine's editorial board award to Elliott C. Paddock, v.p. 

in charge of sales for the Graton & Knight Co., Worcester, Mass. The company wos 

selected over 150 industrial firms as the manufacturer of a new product—Grako 
Sprazon belt dressing— “most useful to the American factory.’ 


MR. ARNDT ACCEPTS—John Falkner Arndt (second from right) receives the annual 
Curtis Paper Co. award for the best all-round graphic arts job on an annual report. 
Mr. Arndt’s agency won the award, first ever mode to an agency, for its work on 
the annual report of International Resistance Co. Thomas S. Furlong (left), president 
of Wilcox-Walter-Furlong Paper Co., Newark, Del., a Curtis distributor, here 
5 - aed presents the award. Looking on are Edward Stevens (second from left), treasurer 
BREEDS FOR Two BRANDS~ National Distillers Products Corp. subsidiaries . of IRC, end Allan F. Horton, president of Curtis Paper Co. 
getting doggy this summer, if these ads are typical. At left is the first of o 
, best’ newspaper series for Hill & Hill, and at right is one of a , : . 
series for Bond & Lillard Brand which will tell the ‘componionable” character AGEDT- Seaparing te velge a Hattonsl 
; ‘ : Wine Week (Oct. 11-18) as Vintage Queen, 
of different breeds. Outdoor, car cards and point of sale will also be used ara : 
for ta, Raeeeees Poti & Ge, Gens bet ‘ Virginia Best helps o California cellarman 
—e a ee — stow away savterne. October is “Wine 


Discovery Month.” 


..- absolutely! The best flannel Ive ever owned!" 2a 6/E 

it's & Worumpe Flannel --= tailored by Michsels-stern her J Ye — ue = ips 

a et = preven ‘ y , M iz , . a 
v * Sas 

oe ase oeReNC HON Suck W045 VISITOR FROM CHILE—M. S. McGoldrick (second from right), past president of 

es i we <3 = American Chamber of Commerce, Santiago, Chile, and representative there of 

at s,s a number of American industrial companies, recently visited offices of McGraw-Hill 

: International Corp. in New York. Shown with him are F. Joseph Muller, export 


; , trade counsellor; Rudolph Kuhman, president of A Inc., New York exporter, 
BOTTOM HALF—Cecil & Presbrey, New York, which created this unique in the way it achieves spread impact at the cost of a and Frank Kurka, New York district advertising representative of McGraw-Hill In- 
ad for Worumbo and designed it for use in Holiday, thinks it single page. it will appear across the bottom of adjoining pages. ternational. 


DETROIT CBS-TV PARTY—A detailed mode! of CB6-TV’s new “Television City” plant going up in Hollywood manager, and J. E. Bayne, general sales manager of the Lincoln-Mercury division, Ford Motor Co.; Charles 


was the center of attraction at a party given in Detroit last week by J. L. Van Volkenburg, president R. Sterritt, Detroit manager for CBS-TV; Merle S. Jones, network v.p., and Rowland Withers, customer 
of the network. Talking it over (left to right) are Mr. Van Volkenburg; A. H. Crowley, assistant sales research, General Motors Corp. The model is shown at the right. 
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HERALD! mee 


Cu et) 


IN THE ciTy OF Lo ec. 


. Teen Relves vi "a 


ee s ’ 
cane came > 1 


Volume 

sales come only 

7 trom a volume marteet. 
The big, i lati d 
los Angeles ABC City Zone 
accounts for more than 
two-thirds of Metropolitan 

Los Angeles’ total retail sales. 
IN THIS RICH, CONCEN- 

TRATED AREA, THE HERALD-EXPRESS 
LEADS ALL OTHER NEWSPAPERS 
IN DAILY CIRCULATION 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMIT 
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MAansFIELD, O., Aug. 22—West- 
inghouse Electric Corp. will award 
twin laundry appliances to twin 
babies born on Sept. 23 

On that date—Westinghouse 
Blessed Event Day—the firm will 
sponsor the nationwide offer to 
touch off its $1,000,000 fall promo- 
tion for Westinghouse laundry 
equipment. 

Introducing its 1953 Laundromat 
and clothes dryer, the Westing- 
house electric appliance division 
will present a set to parents of 
twin babies arriving that day. 

Along with the new laundry 
equipment, the parents will re- 
ceive a year’s supply of Gerber’s 
baby food for the twins, reports 


Westinghouse Sets ‘Life’ and ‘SEP’ Spreads 
to Announce $1,000,000 Blessed Event Drive 


The agency is Fuller & Smith & 
Ross, Cleveland. 


Ruppert Lights Spectacular 

Jacob Ruppert Brewery, New 
York, unveiled a huge spectacular, 
200x75’, on Aug. 20, when it lit 
an outdoor sign in the Triborough 
area of the Bronx which spells 
out Knickerbocker in letters 40’ 
high. The sign has 3,500,000 candle- 
power and can be seen from vari- 
ous parts of Manhattan, Long Is- 
land City, Astoria, Queens and 
Brooklyn as well as by railroad and 
automobile traffic in the vicinity. 
It was created by designer Jacob 
Starr. 


Ruppel to McClure Syndicate 


Sells ‘American Mercury’ 
to Maguire and Group 

Owner-editor William Bradford 
Huie has sold the American Mer- 
cury to a group headed by Russell 
Maguire, Texas oil man and pres- 
ident and board chairman of Alco 
Valve Co., St. Louis, and Weber 
Dental Mfg. Co., Canton, O. Mr. 
Huie, who will continue as editor, 
bought the magazine 18 months 
ago from Lawrence Spivak. 

He said Mercury’s circulation 
had grown steadily but that he 
lacked funds for promoting it. The 
Maguire group is said to be plan- 
ning to spend $250,000 on a pro- 
motional campaign aimed at boost- 
ing the circulation from its present 
claimed 80,000 to 250,000. 


Two Name Rat Advertising 

Raf Advertising, New York, has 
been appointed agency by Sillcox 
International Corp., exporter of air 


$5,000 Contest Set 
for Service Men by 
Phono Needle Maker 


Cuicaco, Aug. 21—Radio and 
television service men will get a 
crack at a $5,000 prize contest 
starting Sept. 1. 

Jensen Industries Inc., manufac- 
turer of phonograph needles, will 
pass out a top award of $1,000 to 
the service man who sends in the 
largest number of empty Jensen 
needle packages between Sept. 1 
and the end of December. He must 
also complete a 15-word statement 
starting “I sell Jensen needles be- 
cause...’ Karl Jensen, v.p. of the 
company, said: “With most of the 
nation’s record players now using a 
so-called ‘permanent type’ needle, 


® “Trouble is,” 
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needles wear flat in as little as 35 
to 40 hours of record playing. . .” 


Mr. Jensen added, 
“most people, even if they did ap- 
preciate the fact that they need a 
new phonograph needle every few 
months, would not know how to go 
about replacing it. That’s where 
the aggressive and intelligent serv- 
ice man fits into the picture.” 
Jensen, which is spending a total 
of approximately $25,000 on the 
“win a grand” contest, is using 
direct mail and ads in Jobber 
News, Parts Jobber Magazine, 
Photofact, Radio-Electronics, Ra- 
dio & Television, Radio-Television 
Service Dealer, Service and Tele- 
vision Retailing, to publicize it. 
Paul J. Steffen Co., Chicago, 
handles the Jensen account. 


“et McDonald, lz iry equip- : . . dail tent . : : 
cus: R. J Mc on ale bund y equip Louis Ruppel, who resigned in conditioning, refrigeration and con- a ready-made market exists in the Baird Joins Kimball Co. 
ne ment merchandise manager nage ge es , : 1 replacement of literally millions . , 
ay May as editor of Collier s, has been struction equipment and home ap- z ’ . Richard L. Baird, formerly with 
rete named president and editor of Mc- pliances and Markt & Hammacher of worn-out phono needles. Most Conde Nast Publications, . has 
% ® Additional gifts may be awarded Clure Newspaper Syndicate, New Co., exporter for leading hardware ™usic lovers and record collectors joined the publicity staff of Ab- 
Af to the parents by local dealers co- York. manufacturers. are not aware of the fact that these bott Kimball Co., New York. 


operating in the promotion. 
Advertising for blessed event 
day will start with spread an- 
nouncements in the Sept. 5 issue 
of Life and The Saturday Evening 

: Post, Sept. 10 

co The sound-off will be followed 
by product demonstrations and 
hms commercials on “Studio One” 
Bie (CBS-TV) and on the firm's “Pick 
the Winner” political program ov- 


the CBS television and radio | 

works. 

easer ads will run in major 
mé@tropolitan newspapers during 


the week of Sept. 2. On Sept. 8,| 
fattory advertisements in these 


om papers will herald the gift| y 
of™twins for twins” and will list 


ar@a dealers participating in the 
“pi@ssed event promotion. | Ist GRAND 


Second 1952 COSMO-QUIZ for 
Now You Can Win a NEW 


..»A DELUXE BERMUDA VACATION FOR 2, or 


. li dealer support will also be | 
nm the promotion in terms of 
spaper mats, suggested radio 
mercials, Gerber’s baby food! 
lays and miniature salt and} 
er shaker models of the Laun- 
at and dryer. 
e double laundry set will be| 
m to parents of twins born be-| 
n midnight Sept. 22 and mid-| 
t Sept. 23. Either the parents | 
1e new twins, or someone else) 
9 be more calm and col-| 
must notify Westinghouse | 
P Seaotehd within 72 hours of | 
the)births, via collect telegram. 
liowing the promotion, West- 


(IMustrotion Shows 1952 Model) 
POWER STEERING 
3rd GRAND PRIZE 


Admiral TV-Radio-Phonograph Combination — Exquisite 
cabinet in Blonde or Mahogany finish. 21” TV Screen; Built-in 
Roto-Scope Antenna; Dynamagic Radio; Triple-play Auto- 
matic Phonograph; Generous space for record albums. * 


1953 CADILLAC CONVERTIBLE WITH 
2nd GRAND PRIZE 


jouse will feature the Laundro- Two-week Bermuda Vacation for 2—Luxurious cabin on 

all during October and the Furness Line’s Queen of Bermuda, New York to Hamilton 
clothes dryer in November. | and return; 9 days, with meals, at palatial Princess Hotel; 
private car and driver for sight-seeing. 


How the 


RICHMOND —_— ee 100. Melio Bettina was a left- 
o. boxer c. pinochle player 


(California) 
INDEPENDENT 


operates its 


EARNED 
MERCHANDISING 
CREDIT SYSTEM: 


b. bass drummer d. jugg'er 


JUST ANSWER THESE ~~ 
15 QUESTIONS FROM 
* SEPT. COSMOPOLITAN... 


10. Pg. 74. Ellen swam out to De is’ 
schooner to: 
a. borrow a fish 
b. keep a date 


c. steal the papers 
d. say good-by 


11. Pg. 125. Johnny Meath bought a: 


o. blue Buick 
b. red Maxwell 


Page numbers in italics tell you where in Cosmopolitan 
you'll find the beginning of the feature on which the 
question is based. 


«. gray Ford 
d. black Rolls 


12. Pg. 64. John’s new prospect was a: 


PRODUCT: GOE 
1/1/52 ons a. banker from Boston ¢. lawyer from Las Vegos 
. ned b. redhead from Reno d. blonde from Maryland 
Merch’ ity . F 
a — ~ gg $ 0.00 1. Pg. 118. Henry Fonda's first pro- 5. Pg. 110. The combined ages of 
2 yoni 31.76 fessional acting was done in: Clare and Joan is: _ 13. Pg. 94. Alfred Connaught was 
New Account Bonus 50.00 ©. Uncle Tom's Cabin. pojomas 0. 27 «39 interested in a: 
te TOTAL (to date) 71.76 b. Omaha d. Ottumwa b. 42 d. 107 a. lame duck c. lame mare 
pep — 44.70 2. Pg. 44. Mrs. Ramsay tried to sell 6. Pg. 57. Last year the number of & tone cneee d. lame boy 
; - ill Mai ir of: U. S. bank embezzlements was: 
: BALANCE, $27.06 aa as ae: . ticks «= ines « 608 14. Pg. 52. Ansel Henry’s kennels 
/ Has your product an earned merchandising - peppermint sticks d. candlesticks b. 134 d. 954 were painted: 


¢. green and white 
d. magenta and chrome 


a. blue and grey 


Inde- 
b. cerise and dove 


bo- 


credit In the Richmond, California, 
pondent? (Notice the “New Account’ 
nus!) For information on your product 


7. Pg. 84. Dr. Leon A. Greenberg 


3. Pg. 70. Mary Hartig’s first motion 
i invented the: 


picture appearance will be in a: 


check with Win Smith, National Advertis- a. musical c. horse opera a. sylphometer c. petrometer 15. Pg. 30. When returning from 
3 ing Manager of the b. historical drama d. travelogue b. alcometer d. wherellimeter abroad, after 12 days or longer, you 
5 RICHMOND 4. Pg. 38. The man the Greenwich, 8. Pg. 48. One of Kay Trippe’s best may bring in duty-free goods valued at 
Calif i Conn., police finally nabbed was an: friends is: up to: 
‘ altornia a. acrobat ¢. accountant a. Signoro Parrelli c. Lady Ventnor a. $200 ¢. $350 
INDEPENDENT b. actor d. artist b. Madame Chin Won d. Mrs. Rochanaprodat b. $500 d. $750 
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Bartz Gets Patent on Strechtype Photo 
Process—13 Years After Applying for It 


Cuicaco, Aug. 20—Frederick H. 
Bartz yesterday obtained a gov- 
ernment patent for his Strechtype, 
a photographic process which can 
change type and artwork into dif- 
ferent sizes and proportions. He 
had applied for the patent in 1940. 

By means of this process ad- 
vertisers can get their ads either 
compressed or stretched without 
resetting type or redrawing art 
work. Thus a 7x10” print can be 
changed to 6x10” or 7x11l”—any 
number of combinations are pos- 
sible. Strechtype also can (1) ital- 
icize copy, (2) backslant copy, 
(3) give perspective to the right 
or left, and (4) give perspective 
to the bottom or top. 

Surechtype has been a copy- 
righted process since 1941. It has 
been offered through the Harry 
Baird Corp., Chicago advertising 
typographer, on license from the 


Graphic Arts Research Founda- 
tion. Mr. Bartz is director of the 
foundation and president of the 
typography firm. 


photographed in the 
but reversed, tends 
perspective of those nes. 

There have been « 
to accomplish this 
Mr. Bartz says his 
only one that elim ates 
all of the guesswork 


ame plane, 
correct the 


er attempts 
irpose, but 
cess is the 
almost 
i thus has 


predictable results. 


® The U. S. patent number ob- 
tained by Mr. Bartz is 2607268 and 
the technical description of Strech- 
type in the patent is: any camera 
with a copyholder which permits 
predetermining the rotation of the 
copyholder about an axis (either 
with or without a lens) so that a 


patent, 


Mr. 


Now that he ha 
Bartz ‘old 
plans to offer Strec!: 
era makers and e! 
can use the process. 
Prices now being 
Baird Corp. for Strechtyping are: | 
$5 for any proof up *o 8x10”, $7.50 


obtained a 
AA, he 
pe to cam- 
ravers who 


irged by the 


negative is made and rephoto- for a proof larger than 8x10”, with 
graphed at a predetermined set- double rates for type with hair- 
ting, after which a positive is made lines. These prices are no higher 


from that negative. 

The photographic problem in- 
volved in the process is how to 
control the loss of surface in pro- 
portion. Mr. Bartz says he solved 
this problem through the follow- 
ing principle: “Any negative with 
perspective lines on it which is re- 


1940. 


has 


than Mr. Bartz charged back in 


Frank-Law Gets Magazine 

Electrical World, published by 
McGraw-Hill, 
Frank-Guenther Law, New York, 
to handle its advertising. 


named Albert 


(O82 a oe 


ala ees 


Along the 


Media Path 


e@ Esquire’s Apparel Arts, men’s 
store magazine, will carry a 
monthly feature on California 
fashions starting with the October 
issue. 


e Eighty publishers recently met 
at Galveston for the first annual 
summer meeting of the Texas 
Daily Newspaper Assn. and ap- 
proved plans for a national cam- 
paign to promote Texas dailies. 


@ The Chicago Tribune published 
|a special 20-page section on Aug. 
12 in connection with the Convo- 
cation of Engineers, a gathering of 
60 engineering organizations set 
for Sept. 3-13 in Chicago. The sec- 
tion carried more than 30,000 lines 
‘of advertising, a good part of it 


a 


EMPLOYEES OF NATIONAL ADVERTISERS and THEIR AGENCIES. 


CADILLAC CONVERTIBLE 


...A SUPER-POWER ADMIRAL TV-RADIO-PHONO COMBINATION! 


plus one of these 


303 MONTHLY PRIZES EACH MONTH 


1st MONTHLY PRIZE 
Complete home movie outfit—Revere 
8 MM camera and silent projector, plus 
Radiant 40” x 40” screen and tripod.* 


2nd MONTHLY PRIZE 


Two-piece matched set of Platt Guards- 
man (for him) or Airess Drum Series 
(for her) top-grain cowhide luggage.* 


3rd MONTHLY PRIZE 
Zenith 3-speed table radio-phonograph.* 


and 300 RUNNER-UP PRIZES 


*Or your choice of equivalent merchandise values from Belnap & Thompson prize book. 


YOU'RE ELIGIBLE! 


SO’S YOUR FAMILY! 


... if you work for a National Advertiser or an accredited Advertising Agency with national accounts. 


HERE’S ALL YOU HAVE TO DO...I?’s EASY! It’s FUN! 


1. Cross out on coupon below one letter—\4, 8), \c| or 0\—corre- 
sponding to the one correct answer to each question. 


3. Write in BOTH 


your name and the name of contestant whose 


business connection makes you eligible, if you are competing as 


a relative of an eligible person. 


2. Complete the statement “‘I like the ‘new’, streamlined Cosmo- 


politan because...” in 25 additional words, or less. 


4. Mail this coupon on or before midnight, September 30. 


—> Here Are The < 
Contest Rules! 


1. Each of this series of three monthly contests 
is to anyone employed by a nationai adver- 
ant Gee advertiser using consumer media 
with representative circulation or coverage 
in 5 or more cities in different states), or by 
an accredited advertising agency with national 
accounts. Also eligible are husband, wife or 
children of any person so employed. The follow- 
ing are ineligible: employees of Cosmopolitan, 
its agency or its ei organization— 
also employees of other earst enterprises. 
2. Coupon in this ad constitutes the only official 
“Cosmo-Quiz” entry blank. To enter contest, 
check on coupon correct answer to each quiz 
question. Then complete in 25 additional words, 
or less, the statement “I like the ‘new’, stream- 
lined Cosmopolitan because . . . "’. Mail your 
filled-out coupon to Cosmopolitan, P. O. Box 
1707, Grand Central Station, New York 17,N.Y. 
3. Entries for each month's contest must be 
postmarked no later than midnight on the last 
day of the month of the issue of Cosmopolitan 
on which each quiz is based. Monthly prize 
winners will be notified within 30 days following 
closing dates of each contest. Grand Prize win- 
ners will be notified within 45 days after closing 
date of final monthly contest, October 31, 1952. 
4. Individual contestants will be limited to one 
entry in each monthly contest. All entries must 
be the original work of the contestants. 

5. A Ist, 2nd and 3rd prize, and 300 runner-up 
prizes will be awarded each month on the basis 
of correct answers to quiz questions, plus the 
neatness, originality, interest and aptness of 
thought expressed in the 25 words in which the 
contestant completes the coupon statement. In 
case of ties duplicate prizes will be awarded. 
6. Winners of the three top prizes in each monthly 
contest will be eligible for Grand Prize awards 
on the basis of their winning monthly entries. 
7. Entries in each monthly Quiz will be judged 
by the Contest Division of Richard Manville 
Research. Grand Prize winners will be judged 
by a committee of three prominent advertising 
executives serving a8 volunteer judges. The 
decision of the judges in all matters pertaining 
to this contest, including eligibility to compete, 
judging of entries, and awarding ot prizes, shall 
be final and conclusive. 

8. This contest is subject to all Federal and loca! 
regulations. Entries become the property of 
Cosmopolitan and none will be returned. After 


Grand Prize awerds have been announced, lists 


3 of monthly winners will be mailed to entrants 


sending in 25¢ in coin or stamps. 


9. Each contestant consents and agrees that 
neither the Hearst Corporation, nor the Contest 
Division of Richard Manville Research, nor any 
of their respective employees, will incur any 


legal liability for any negligence, error, act, or 
failure to act in the sponsoring or conducting of 
this contest or the handling, or judging, of any 
contestant’s entry. 


=_ ee or 
HERE’S YOUR OFFICIAL ENTRY BLANK 


: To: Cosmopolitan, P.O. Box 1707, New York 17,N. Y. 

I Here are my “Cosmo-Quiz” answers and statement for September: 
1.48 @ oO 5 fA we 9. Wf cb 13. 4 @ @ O 

f 289890 6ARTRR 0608 © © 14.89 6 o 
3. 8OGoHo FAH OO 1.09 © © 15.8 9 © 

faanasa 8. W ce] 12. © @ © 

i | like the “new”, lined Cosmopolitan b - 

t (Print, please) 

{ Name of Contestant 

(Print, please) 

{ Your Home Address 

i City State Sica 

i Your Relationship to Eligible Person hetietens — 
Name of Person Making Eligible ae soak sieeinevigtiniaide 

i « - (Print, please) 

| (in... _ ————————— lc Tl —_ 

I His Business Address. — 

A 

City State 

g 


placed by auto makers. 


e@ The Sun, Lowell, Mass., is out 
with its annual market analysis. 
The survey, done by Standard 
Market Surveys, gives comprehen- 
sive statistics on population, family 
expenditures and business vclume 
in the 20-city trading area covered 
by the Sun. 


2 Redbook has prepared a chart 
which compares cests for reach- 
ing women of the 18-35 age group 
in 18 major magazines. The break- 
down shows that in only three 
magazines—True Story, True Con- 
fessions and Redbook—can these 
women be reached for less than $3 
per thousand with a b&w page. 


e@ Hotel Monthly has inaugurated 
ja continuing series of fact sheets 
| which present data about the hotel 
| market. Those wishing to get the 
| service should write to the maga- 
| zine at 1948 Ridge Ave., Evanston, 
| TL. 
|@ Scientific American reports a 
| gain of 156 pages—or a 53% in- 
| crease—for the January-Septem- 
| ber period. And Charles E. Kane, 
| ad manager, announces that 
| Magazine “will gross $1,000,000 
| 1952.” ; 
| 


| @ Seventeen reports that it carr 
| 84,218 lines of retail advertis 
| during the first six months of 1 
|—more than any women’s ma 
| zine analyzed by the PIB. Sev 
|teen claims it also led in rea 
| to-wear linage with 102,102 li 


| AFA Sets High School Con 
| “A Teen-Ager Looks at Adv 
|tising” is the title for this yee 
/national essay contest for h 
school students, sponsored by 
Advertising Federation of Am 
ca. First prize is $500 and a t 
to the AFA’s national convent 
in Cleveland next June. 


Appoints Vincent Butterly 
Vincent E. Butterly, forme 

with Wilding Productions Inc., 

been named an account mana 

for Zimmer, Keller & Calvert, 

| troit agency. 


ATTENTION 
ADVERTISERS! 


_Add to the quality of 
your car cards, 

bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE * 500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
MILLS — FITCHBURG, MASS. 
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Cling Peach Board 
Schedules Tie-Ins 
with 4 Advertisers 


San Francisco, Aug. 19—One 
way to promote a food product is 
through tie-ins with other prod- 
ucts, and the Cling Peach Advisory 
Board makes full use of the tech- 
nique. A significant part of the 
board’s $1,000,000 ad program in- 
volves such tie-ins. 

During the coming year the cling 
peach marketers will join with at 
‘east four other advertisers in na- 
tional campaigns. Coming up first 
is a campaign for “Creamy Peach 
Pie,” set for Oct. 12 through Nov 
10. Cooperating in this drive will | 
be the Kraft Foods Co. and the 
Pet Milk Co 


8 “Creamy Peach Pie” will be fea- 
tured on two Pet Milk radio pro- 
grams over the NBC network 
‘Truth or Consequences” and 
Mary Lee Taylor—and on the Pet 
Milk portion of “All Star Revue,” 
NBC-TV show. Commercials on 
the Kraft Theater over NBC-TV 
also will be used. 

In addition, Pet Milk will pro- 
mote the peach pie through color 
pages in the November issues of 
Ebony and Our World and through 
ads in 10 West Coast newspapers. 


ardner Advertising, St. Louis, 
the Pet Milk agency. 
@Kraft’s contribution includes 


@@lor pages in Better Living, Good 
usekeeping, the Ladies’ Home 
J@urnal and McCall’s. J. Walter 
ompson Co. handles the Kraft 
a@ount 
The Cling Peach Advisory Board 
hrough Batten, Barton, Dur- 
e & Osborn, San Francisco 
1 use more than 100 newspa- 
s in all 48 states, plus color 
es in The American Weekly, 
ade and This Week. 
ll three sponsors will have 
ilable dealer kits and grocery 
re displays 
he same cooperative pattern 
1 be followed in other peach tie- 
during the coming year. From 
Vv. 14 through Dec. 20, the pro- 
MPtional item will be a holiday 
Ripe using fruit cocktail. Ice 
am and mayonnaise makers will | 
the participating sponsors. 


March 2 through April 1, the dairy 
industry and the Ralston Purina 
Co. will work with the peach board 
in a promotion highlighting peach 
and cottage cheese with Ry-Krisp. 
For the spring, a salad promotion 
is being planned. 

This is the seventh straight year 
in which the board has handled 
promotion for cling peaches and 
fruit cocktail, which together make 
up almost 50% of total canned 
fruit sales 


White Motor Names Copple 

Lee E. Copple, formerly off- 
highway tire sales manager for 
Firestone Tire & Rubber Co., Ak- 
ron, has been named sales mana- 
ger of the new construction and 
mining equipment department of 
the Sterling division of White Mo- 
tor Co., Milwaukee. 


McKem-Vanta to Louis Frank 


McKem-Vanta Co., New York 
maker of cotton knit garments for 
children, has named Louis K. 
Frank Co., Boston, to handle its 
advertising. Consumer and trade 
publications will be used. 


Fishing Tackle Trade News’ 
to Appear Next Month 

Fishing Tackle Trade News, to 
be published ten times a year, will 
appear for the first time on Sept. 
12. Editor and publisher is Fred E. 
Owens, formerly Chicago district 
manager for Sporting Goods Deal- 
er. Offices are in Wilmette, II. 

The publication will have a free 
circulation distribution of 12,000 
copies and will go to all fishing 
tackle jobbers and their sales rep- 
resentatives. It will be a standard 
size magazine with a 7x10” ty 
page. ' 


Ford Promotes O’Donohue 

C. H. (Chick) O’Donohue, dis- 
trict sales manager at Chicago 
since 1946 and with the company 
for 36 years, has been promoted 
to the new post of national fleet 
sales manager of the Ford division 
of Ford Motor Co., Detroit. 


McKim Appoints Chase 

Keith Chase, formerly sales 
manager of CFPL, London, Ont., 
has been named radio director of 
the Montreal office of McKim Ad- 
vertising. 


bitsy £e so oot ee bra 


Foot Flairs Study 
Shows Shoe Stores 
Preter Small Ads 


MAr.sBoro, Mass., Aug. 20—Shoe 
retailers prefer mats of small size 
ads for frequent insertion rather 
than large space for single-splash 
advertising, according to a survey 
conducted by the Foot Flairs di- 
vision of Mutual Shoe Co. here and 
its agency, Silton Bros., Boston. 

Shoe stores are happiest with 
two-column ads about 7” or 8” 
deep. These are “relatively small” 
compared with mat sizes usually 
supplied, the agency disclosed. 

Based on an analysis of Foot 
Flair retailers’ advertising habits 
from August, 1951, to March, 1952, 
specialty shops generally will re- 
ject ads five or six columns wide 
except when announcing new sea- 
son’s lines. 


s John N. Silton, executive v.p. 
of Silton Bros., claimed that mat 
services are “a genuine aid to the 


Pe ee 


» 
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retailer.” He said that Foot Flairs’ 
1,000 accounts ran 335,022 lines of 
advertising at their own expense 
during the survey period. 

Two mat services—for fall and 
winter shoes—were issued during 
that time. In all, 288 mats were re- 
produced unaltered in ads and 510 
were used in modified form. Only 
200 of the larger stores carrying 
Foot Flairs used ads of their own 
creation. 


Westinghouse Boosts Hoag 

Jerome E. Hoag Jr., district rep- 
resentative for the television-radio 
division of Westinghouse Electric 
Corp. in New York, has been pro- 
moted to sales manager for the di- 
vision in the St. Louis district. The 
St. Louis district comprises Mis- 
souri, Kansas, Arkansas, Oklahoma 
and western Tennessee. 


Ezechel to Gordon-Pilling 


Joseph D. Ezechel Jr., formerly 
associated with several New Jer- 
sey newspapers, has joined the 
staff of Gordon-Pilling, Paterson, 
N. J., agency, as an account rep- 
resentative. 


S more and more products reach a stock situation, 
the need for direct, aggressive selling and advertising 
becomes more important. It was a practical approach 
during the “40's to spread your institutional advertising 


Gays 


— gemahd 


Se 


ling jbroblems 


“Pin Point” Selection Develops a sound functional group 
of readers. PLANT ENGINEERING goes further than 


plant lists to provide a live penetrating audience. 


ee ak 


A continuous program of mail questionnaires and 
personal calls provides detailed information regarding the 
physical plant and equipment, and . . . detailed lists of |] 


individual names of men and their job functions. 


fastest and most economical way possible. “ = le. 5 wig ; 
"Pin Pointing” Your Each individual must meet rigid standards of job 


function before he is considered as a potential reader 


for PLANT ENGINEERING. 


message to a wide range of functional people, regardless 
of their direct buying influence. That day is gone . . . 
today you must reach your most influential buyers the 


| 

pperera Foods will feature a) 
ch cake and Kraft will pro- 
mote a gelatin peach dessert in a| 
Jan. 12-to-Feb. 7 campaign. From | 


This can only be done by 
Advertising. 

You can reach the-most important plant operating men 
today . . . the Plant Engineers . . . by “Pin Pointing” 
your advertising in PLANT ENGINEERING, the only 


magazine edited exclusively for the Plant Engineering 


This is your assurance that when you advertise in 
PLANT ENGINEERING you are “Pin Pointing” your 
sales message to a select group of Plant Engineering 
men. Therefore, you buy only the functional coverage 
you need. 


function, It selects, by the “Pin Point” process, the key 
buyer in all important plants in the Country. 


Switch to the 
EASIEST of all fixatifs to use 


KRYLON® 
Acrylic 
Spray 


Just press 
ca button— 
spray it on! | 


Krylon covers faster and better than 
old-fashioned fixatifs. But Krylon does 
more than fix. It adds sparkle and lus 
ter to layouts, charcoals, photographs 
and retouchings, charts, repro proofs 
It goes on clear and stays clear! Easily 
removed with eraser to permit correc- 
tions. Dries in three minutes. Get 
it at art supply stores. Krylon, Inc., 
2601 N. Broad St., Phila. 32, Pa. 
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Oil-O-Matic Promotes Heater 

Williams Oil-O-Matic division of 
Eureka Williams Corp., Blooming- 
ton, IIL, is using half-page, two- 
color ads in the September issues 
of American Home and Better 
Homes & Gardens to promote its 
“Big Difference’ demonstration 
unit of its automatic oil heater to 
local dealers. A coupon in the ad 
can be clipped and sent in for the 
name of the nearest dealer. Casler, 
Hempstead & Hanford, Chicago, is 
the agency. 


Hartman Joins Philip Morris 

William N. Hartman, formerly 
assistant v.p. in the foreign de- 
partment of Bankers Trust Co., 
New York, has been named export 
sales manager of Philip Morris & 
Co., effective Aug. 25. George C. 
Dawson continues as manager of 
the export department. 


Promotes Henry Hull 

Henry F. Hull Jr., a producer 
with the agency for nearly two 
years, has been promoted to direc- 
tor of program production of the 
radio and television department of 
Calkins & Holden, Carlock, McClin- 
ton & Smith, New York. 


|33 Newspapers Reduce Their Schwegman» /s Determined to Have Another 


Columns Under 12 Picas 

AA erroneously recorded July 
that an American Newspaper Pub 
lishers Assn. report listed 33 news- 
papers which had reduced their 
columns to 11 picas. Actually, the 
report showed that these newspa- 
pers had reduced their column 
size to less than 12 picas, with the 
most popular new column width 
being 11 picas 6 points. 


Doeskin Sponsors Kate Smith 

As the keystone of Doeskin 
Products’ expansion program (AA, 
July 14) the company will sponsor 
the 4:15-4:30 p.m., EST, segment 
of the Kate Smith NBC-TV pro- 
gram once a week beginning Oct. 
7, over the full network. Doeskin 
is dropping “Eloise Salutes the 
Stars” (carried on a spot basis on 
about five stations) next month. 
Grey Advertising, New York, is 
the agency. 


Kenny Division Moves 

The C. D. Kenny division of 
Consolidated Grocers Corp., Balti- 
more wholesale grocer, will move 
its division headquarters to 314 N. 
Clark St., Chicago, shortly. 


New ORLEANS, - .g. 19—John 
Schwegmann Jr., Ne v Orleans su- 
permarket operator. doesn't like 


the new fair trade |.w any more 


than he liked the © d version. 

| Mr. Schwegmann » aid little heed 
ito the old fair tre agreements 
/and got the Suprem~« Court to up- 
hold him. This set in motion a 


chain of events culminating in the 
McGuire Act, which President 
Truman surprising!y signed into 
law. Today Mr. Schwegmann is 
busy violating the provisions of 
| this law. 

Not only does he cut prices on 
national brand products, but he 
announces his defiance in regular 
newspaper ads placed by the two 
Schwegmann Bros. stores. Mr. 
Schwegmann is ready and willing 
to take on any manufacturer who 
wants to make an issue of fair 
trade prices. He is confident that 
he can win another court test. 


However, the New Orleans re-_ 


1 Court Test oi Fair Trade; Violates New Law 


tailer also believes it is important 
to have the public on his side so 
that pressure can be applied on 
congressmen. That is where the 
newspaper ads enter the picture. 


8 Take the latest ad which ran in 
the Times-Picayune yesterday. The 
headline read: “High Prices and 
High Ethics Are NOT Related.” 
The ad listed 18 drug items sold 
on doctor’s prescription only. Next 
to each item there was the “ap- 
proximate regular price” and “our 
price.” For example, “Thyroid, 
one-grain, 100. ..$1.25...49¢.” The 
copy preceding this listing stated: 

“This price-fixing ‘fair trade’ 
(taxation without representation) 
is criminal in that it robs many 
Americans of the benefits of our 
wonderful medical profession and 
the progress of medical science, 
which have increased the span of 
life in the United States by more 
than 50% since 1900. 


a 


PLANT ENGINEERING 


hore are five outstanding reasons for placing PLant ENGINEERING on 


your advertising schedule 


1, Reaches 32,100 piant engineering men. . . more plant engineers than any other industry 
trade 


REMEMBER . . . Sell the Piant 
Engineer and you've sold your 
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“Not only does price-fixing ‘fair 
trade’ attack our pocketbooks and 
smother the freedom of American 
enterprise, but it is a partner of 
poor health and an enemy to a 
longer and happier life span. 

“The following Schwegmann 
prices are yaurs for more health 
and a longer life.” 


@ The McGuire Act was passed 
to plug the loophole which Mr. 
| Schwegmann blasted last year. It 
requires retailers to abide by a 
manufacturer’s stipulated resale 
orice even if they do not sign any 
price contract. 

It is Mr. Schwegmann’s conten- 

tion that this law punishes the 
consumer by stifling competition. 
He claims that, in effect, the new 
fair trade law permits states to 
| violate the Sherman Anti-Trust 
| Act. 
| Of course, it is up to the in- 
dividual manufacturer to enforce 
| his own prices. So far, no one has 
| challenged Mr. Schwegmann, al- 
though he says a few of his sup- 
pliers have warned him that they 
will take action to stop him from 
cutting prices. Mr. Schwegmann 
is waiting for just that kind of 
action. 


| Bulb Growers Set Contest 
Associated Bulb Growers 
Holland, New York, will use 
| weekly ads starting Sept. 7 and 
running through October in 33 U.S. 
and 20 Canadian newspapers _to 
feature its offer of $75,000 in pr 
for the best b&w and color gar@en 
photos next spring. Six U.S. d 
five Canadian magazines also will 
|be used. Modern Photography is 
| featuring the contest in its O@to- 
ber issue and will have a spe@ial 
, tie-in for photo dealers again in 


of 


ithe spring. Flagler Advertising, 

Buffalo, is the agency. 

Seagram Launches Campai 
Seagram-Distiller Corp., Ww 

| York, will launch its biggest 


|!month-long campaign in Sept@m- 
ber for Seven Crown, built aro’ 
{the word “sure.” The maga 
! list includes American Legion, 
gosy, Collier's, Ebony, Elks M 
zine, Life and Look. Three in 
tions—ranging in size from 50 
1,000 lines—are scheduled for 
| newspapers in 490 markets. 
wick & Legler, New York, is 
agency. 


Appoints John Alogna 

John T. Alogna, formerly ad 
| tising manager of Tyson Radio - 
has joined the staff of Hallicy & 
| Harper, Hempstead, N.Y., as i 
pervisor of local consumer adver- 
tising. 


JOSEPH WEISS, 
you ve got 
us covered! 


Our auto seats covered, that 
is! And our convertibles. It’s 
a thorough job you're doing, 
too, judging from Rayco’s 
consistent advertising pro- 
‘| gram in the Cincinnati mar- 
‘| ket. And when we note that 


paper. practically all of your Cin- 

, Reaches over 24,000 key plants in the United States, which are responsible for pur- . : cinnati newspaper advertising 

chasing 76% of the Country's industrial plant equipment. comes to the Times-Star, we 

3, Reaches more plants with 100 employees or over, than any other industrial pliant For more detailed facts . . . call on our know you're well versed in 

operating paper. District Manager for PLANT ENGINEER- how to get top coverage for 

4. Pin Points your Seteiiene pial _ — es ING’s “Comparison Test." Technical '| your advertising. You're in 
. tot Gomeut ' we Publishing Company, 110 South Dear- | 

at west cost per 4 born St., Chicago 3, Ill. good company: the Times- 


re —_— ee Jel in every issue of vital interest to all of its readers. Star carries more automotive 
|| linage from more advertisers 
These five statements cannot be duplicated by any other industrial plant || than any other Cincinnati 
magazine. Compare PLant ENGINEERING with any other industrial magazine ‘| daily newspaper. 


on these five points. 
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No More Chinese Hog Bristles for Bissell 


Granp Rapips, Aug. 20—For the 
first time in its history, Bissell 
Carpet Sweeper Co. is changing 
the brush material used in its 
product. Chinese hog bristles, used 
for more than 70 years, are being 
replaced by synthetic plastic 
bristles made of Saran 

“The Saran bristles are tougher 


and more durable than the animal 
bristles,” according to Irving J. 
Bissell, executive v.p. “The Saran 
is also uniform, waterproof, moth 
and vermin-proof.” 

When Melvin R. Bissell made 
his first carpet sweeper, domestic 
hog bristles were used. Within a 
few years, however, it was found 


that the best hog bristles for the 
purpose came from a_ half-wild 
razorback-like hog grown in China. 


® A Bissell sweeper required 35,- 
000 to 36,000 bristles, each of 
which acted like a hair-spring to 
bounce particles from floor to dust- 
pan. By 1895 the company was 
advertising that it used the bristles 
from 2,000,000 hogs a year 

The search for a synthetic mate- 
rial began when the Korean War 
broke out. Year-long experiments 
were conducted before Saran was 
selected. After its selection the 
plastic was tested in hotels and on 
machines for the equivalent of ten 


Lewyt Budgets More 
Than $1,000,000 for 
Four-Month Drive 


(Continued from Page 1) 
properly used, is the most power- 
ful merchandising force in exist- 
ence.” 

Walter J. Daily, v.p. and mana- 


ger of the vacuum cleaner division, | 


said he expects the stepped-up fall 
campaign to result in a 50% boost 
in Lewyt business. The ad drive 


will include “dominant two-color | 


ads” in 18 magazines, local and 
network radio and TV spots, out- 
door vosters, direct mail, point of 


hard service years. 

Bissell sweepers with the new 
brushes will be featured in na- 
tional advertising beginning next 
month, through Young & Rubicam, 
Chicago. Four-color half pages are 


sale displays, itinerant displays, 
telephone book ads, and exhibits 
at shows, fairs and elsewhere 
There will also be a full-color 
training film, operation of the 


scheduled for Better Homes & Lewyt market place demonstration 
Gardens, Ladies’ Home Journal, center, and a 15-minute color 
McCall’s and Woman’s Home movie for TV and club showing. 


Companion. There will be no 


change in price. ® The total cooperative advertis- 


Dear Mr. Shelley 
We thank you sincerely for your ser- 


vice announcing the funeral of Curtis 
Benskin of our city. Yes the announce- 
ment was made at about 7:39 or 40. Since 
we have no news paper in Wesley, and 
the county papers would be published too 
late Thurs. so your service was perfect, 
covering Wesley—and burial at Metz 
beyond Colfax 

The relatives and friends of the family 
are scattered—residing near Metz—Grin- 
nell—Laurel—and up here at Whittemore 

Ft. Dodge —and Emmetsburg. Our 
church was well filled at 9:15 and more 
than 100 people from near Metz attended 
The WHO service is greatly appreciated 


ee — 1 


Sincerely, 
(Rev.) J. A. Rices 


Wesley, lowa 


> 
: 
; Wear Mr. Loyet 


< May I take this opportunity to thank 
you most sincerely for the interest taken 
by your station in giving news and broad- 
cast time to the annual Hawkeye Boys 
State held at Camp Dodge. I want es- 
pecially to thank you for working in the 
important officers of Hawkeye Boys 
State on the regular Governor's Hour 
program on Saturday, June 9th 
We have received several favorable 
comments on the program in addition to 
those expressed by Governor Beardsley, 
himself 
We have appreciated the hearty co- 
operation of Radio Station WHO in the 
rae: past and are grateful for the time which 
has been allotted for American Legion 
, ry programs and activities 
Sincerely yours, 
A. F. Faser 
Director of Public Relations 
Iowa Department 
The American Legion 
Des Moines 9, lowa 


Dear Mr. Woods 
On behalf of all our patients and 
Special Services, may I extend sincere 
thanks and appreciation for making pos 
sible the Barn Dance Frolic. It was a 
very excellent program and one that all 
patients enjoyed 
We appreciate the thoughtfulness and 
interest of WHO on behalf of the hos 
pitalized veterans. The cooperative and 
unselfish attitude of the individual par- 
ticipants created a warm feeling as well as 
an excellent performance. Please extend 
our thanks to all. 
Very sincerely yours, 
L. E. Hunn 
Chief, Special Services 
Veterans Administration Center 
Des Moines, lowa 


| Simpson College 


Samples 
WHO 


| Dear Mr. Shelley: 


Dear Mr. Woods: 

As chairman of the Holy Week Noon- 
| day Services sponsored by the Ministerial 
Association of Des Moines I want to 
thank you for the assistance you gave us 
in placing the facilities of your radio sta- 
tion at our disposal. We sincerely ap- 
This willingness on the part of your staff | preciate this cooperation in making pos- 
to render such service is a very gracious | sible one of the finest seasons we have 
act and I want you to know that there is | had. 
one man over here who appreciates it. 

Very sincerely yours, 
Epwin EpcGar Voict 
President 


Just a little note of very sincere ap- 
preciation to you and the WHO news 
staff for being so kind in broadcasting 
the announcement of the cancellation of 
the Simpson College Choir Concert at 
Hoyt Sherman Place last night. 


Sincerely yours, 
Marvin O. SANSBURY 


University Christian Church 
Des Moines 11, lowa 


Indianola, lowa 


| Dear Mr. Loyet: 


Dear Sirs: - 
Just a line to thank you and Herb 


One of the finest things your station , you 
has done in a long time was to broadcast Plambeck for the wonderful time a group 
the concert by the Iowa Bandmasters | of friends from my World War II outfit 
Band. The music was fine and it was a | had as guests of W HO Saturday. pee 
thrill to hear them. With the large num- Saturday was the first time in six 
ber of high school students interested in | years we fellows and our wives have had 
band music there is a large listening audi- | a chance to meet as a group. It was 
ence. The Cities Service Band is making | through Herb’s efforts that the meeting 
a large place in the habits of the Ameri- | was such a huge success. We all enjoyed 
can listening audience. Thank you very | every minute of it and want you to know 
much for these two concerts. that you have gained several more 

Sincerely staunch supporters for your fine station. 
& ’ 


Carvin D, LowELi Sincerely yours, 
CWO 34th Inf Div Band lowa NG WitiiaM A. BUCHHOLZ 
Fairfield, lowa Des Moines 7, lowa 


FZ. professional advertising men, we suppose, have 
ever written a personal letter to a radio station. There- 
fore it may be difficult for you to realize why WHO 
gets mailbags of personal letters—to understand the 
feelings of friendship and inter-dependence that exist 
between WHO and its listeners. . . . 


Read these few typical letters, and we believe you'll get 
some new ideas of what WHO means in lowa Plus— 
what WHO can mean to advertisers, too... . 


WiilO© 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC., National Representatives 
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ing budget for the fall period “will 
be even greater than the national 
program.” The greatest single ex- 
penditure in the cooperative pro- 
gram will be made in the local 
newspaper drive, which the fac- 
tory considers the backbone of its 
ad program. “Newspaper adver- 
tising is the greatest dollar value 
for the dealer,” said Donald B. 
Smith, Lewyt’s director of adver- 
tising and sales promotion. 
Introduced at the meeting was 
a “dolly and wall rack,” a time 
|and labor saver. The dolly is made 
of aluminum and mounted on rub- 
| ber wheels so the cleaner may be 
|rolled easily about the room. The 
|wall rack is used to hold the 
|vacuum hose and wands for the 
| cleaner. 
j; Hicks & Greist, New York, is 
|the Lewyt agency. 


Fall Drive Slated 
for Landers, Frary 


Jet Vacuum Cleaner 


New Britain, Conn., Aug. 20— 
Ads in Life, outdoor posters in 
towns from coast to coast and TV, 
radio and newspapers will be used 
from September through the fall 
selling season by Landers, Frary 
& Clark for its Universal Jet 99 
| vacuum cleaner. 
| The drive will be the second lap 
|of Universal’s year-long “$1,000,- 
000 on the Line” Jet 99 campaign 
which started in January with the 

introduction of the cleaner to the 
trade. 

Business publications like Elec- 
trical Dealer, Electrical Merchan- 
dising, New England Appliance & 
Radio News and Radio & Televi- 
sion Retailing will be used to keep 
the trade alerted from September 
| through November. Retailing Daily 
will carry 22 pages. 


s Augmenting the ad program will 
be a series of spots on the Kate 
| Smith Television Hour over NBC. 

The Jet 99 will be promoted 
with a special trade-in program 
“wherein the customer sets her 
own trade-in value.” The role 
played by vacuum cleaners in 
home health will also be promoted. 

Landers, Frary & Clark will also 
attempt the “biggest retail sales 
training effort” ever staged in the 
vacuum cleaner industry. It will 
hold a series of 300 Jet 99 retail 
sales clinics in small towns and 
cities. A total of 8,000 Universal 
retailers will get training aimed 
to equip them with tested selling 
techniques to build sales volume 
in their areas. 


Appoints Morey. Humm 
Miriam Haskell, costume jewelry 
manufacturer, has appointed Mor- 
ey, Humm & Johnstone, New York, 
to handle its advertising. Class 
magazines will be used. 


‘Outdoor Life’ Boosts Rate 
Outdoor Life, New York, will 
raise its page rate from $2,625 to 
$2,800 with the February, 1953, is- 
sue. Net paid, which has been 795,- 
500, will go to 825,000 at that time. 
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Dealers Help 
Audivox Decide 
on Ad Program He pr suggestions led to 


Boston, Aug. 21—Audivox Inc.,| simplifying design and operation | 
Boston hearing aid maker, really | for the convenience of elderly peo- 
believes “all business is local.” ple. 

Before giving final approval to! 
promotion plans and design of its|m= As an example, he cited the ad- 
new hearing aid, Audivox and its|dition of a spring to facilitate 
agency, John C. Dowd Inc., Bos-| opening the battery compartment. 
ton, sent officials on a cross coun-| “Older people often have unsteady 
try junket to get suggestions and hands,” he pointed out, “and tend 
criticisms from dealers. The result: | to have difficulty opening the bat- 
Changes in design and advertising tery case.” With the spring, the 
that the company feels will lead to case opens automatically when a 
greater sales. |button is pushed. 

Set up in the spring of 1950 as} Dealers had definite ideas about 
a division of Western Electric Co.,| advertising, too, Mr. Gross said. 
Audivox separated from its parent «we wanted national newspaper 
company in July, 1951. A. E. Prop- advertising tailored to local re- 
per was elected president of the) quirements,” he said, “so we pre- 
independent company, which con-| 


\ly aware of the exacting require- 
|/ments of hearing aid customers,” 
Mr. Wagner told AA. 

| “The store counter is the firing 
| line,” he added, “and we feel that 
our job as manufacturers would 
be incomplete without taking the 
retailers’ marketing experience in- 


ts to dealers 
ral cases the 
accord with 


sented our media 
for comment.” In s: 
lists were changed 


their preferences a1 1g competing 
newspapers, he sa 

“Occasionally co appeal was 
adjusted to comply «th dealer ex- 
perience,” he con'inued. It was 


helpful, he added, ‘» discover the 
“almost unanimous \ ote for small- 
er space with greater continuity.” 


gs Mr. Gross claime: the manage- 
ment team “did noi go out to im- 
pose anything. Our purpose was to 
hold mutually adv.::tageous joint 
conferences—and we did.” 

Also reviewed «| the meetings 
were counter and window displays 
and direct mail picces 

On the basis of orders taken at 
the sessions, the Audivox ad budg- 
et was roughly apportioned ac- 
cording to the number of hearing 
aids going to each market area. 

“A continuous newspaper sched- 
ule” will break in early fall, Mr. 
Gross said, covered by an “um- 


brella” of magazine ads opening 
with b&w pages. Radio and TV 
will be tested in certain cities. 
“This is the first time the Dowd 
agency went out with an ad pro- 
gram and product in the process 
of development and used them as 
a national merchandising tool,” 
Mr. Gross said. Orders “exceeded 
expectations, with six months’ pro- 
duction secured by the tour.” 


Publicker Appoints Haight 

J. Ralph Haight, for 15 years 
associated with the Pennsylvania 
Liquor Contro! Board, has been 
named monopoly states merchan- 
dising manager for Continental 
Distilling Corp., Philadelphia, and 
its affiliated companies, Kinsey 
Distilling Corp., Old Hickory Dis- 
tilling Corp., and W. A. Haller 
Corp., all subsidiaries of Publicker 
Industries Inc. 


DEALER 


JOBBER 
MANUFACTURER 


HOME + COMMERCIAL + INDUSTRIAL HEATING 


30 YEARS OF SERVICE TO THE INDU 


RY 


FUEL OIL & OIL HEAT + 2 W. 45th St. NEW YORK 36 + MU 2-4786 


tinues to manufacture the Audivox | 
line, using the same dealer organ- | 
ization it had as a WE division. | 


s Audivox set to work deveioping 
a distinctive new product to add 
to its line and had proceeded far 
enough by the first of this year 
to forecast a fall introduction. 
About the same time it switched 
its advertising from Benton & 
Bowles to Dowd. 

By May a new hearing aid had 
been developed but the company 
deliberately kept the exact design 
fluid. It was small in size and 
special mechanical features includ- 
ed two microphones, two sound 
grills for added sensitivity and re- 
cessed grills to reduce “clothing 
rustle” to a minimum. Also, the 
set-to-earpiece cord—common 
hearing aid troublemaker—was 
strengthened to endure about three 
times longer than normal. 

Similarly, ads and media lists 
had been drawn up on a tentative 
basis. 


s Then Mr. Propper, who serves as 
Audivox advertising manager; 
Richard Wagner, v.p. in charge 
of sales, and Ernest W. Gross, ac-| 
count executive with Dowd, sub- 
jected the hearing aid and tenta- 
tive promotion plans to center) 
scrutiny in ten cities. 

“We received dozens of valuable} 
suggestions from our dealers, all | 
of whom are, by occupation, acute- | 


American Gas Elects 


EVERYBODY READS THE COMICS—even 
the printers, HUBER NEWS tells how 
high-speed presses run off the comics. 


What do you print? Magazines...newspapers...cata- 
logs...comics...packages...books? There are inter- 
’ esting, behind-the-scenes stories on all these in this 
special “Ink Issue” of HUBER NEWS—one of the larg- 


est house magazines ever published. There are 56 
pages...more than 100 photographs and art repro- 


UBER 


Brooklyn, New York 


W. J. Rose has been elected vice-presi- 
dent of American Gas & Electric Com- 
. Getting ahead in business like | 
. Rose are thousands of regular 
Wall Street Journal readers through- | 
out the nation—executives and their 
aides who make or influence decisions | 
on planning, production, selling and | 
buying. 


NO CHICKEN FEED—Printing 


( ADVERTISEMENT) | 


is big business—but a little talked-of phase of 
printing. Write for free copy of HUBER NEWS. 


ductions...a 32-page section frem the prize-winning 
book Life in America. Whether you are advertiser or 
agency —printer or publisher—you'll want to read 
HUBER NEWS. Write for your free copy today, 


J. M. HUBER CORPORATION 


INK DIVISION 
620 62nd Street, Brooklyn 20, N. Y. 


Plants: Bayonne, New Jersey + Borger, Texas + Boston, Massachusetts 


+ East St. Lowis, Illinois + McCook, Iilinois 


Soles Offices: Boston + Brooklyn +» Chicago + New York + East St. Louis, Il. 
HUBER PRODUCTS IN USE SINCE 1780 
Se 


PROOF STAGE for Life in America— prize-winning social his- 
tory. HUBER NEWS shows how Life in America was printed; 
includes actual 32-page picture-and-text section on sports. 


If your business involves PRINTING 


you will want to read this... 


HOW THEY PRINT “All The News That's 
Fit To Print” HUBER NEWS tells how 
The New York Times is put to bed daily. 


= | 


—_ ~ - es - Poet abe 
multi-wall feed bags 


THE WORLD'S LARGES 


T FLEET OF INK TRUCKS and how it operates, is described on page 
sixteen of the special “Ink Issue” of HUBER NEWS (see offer above). Also featured in 
this issue are L. L. Bean’s famous sportsman’s catalog; and other interesting stories. 
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We place your 
| where no other wom 


.. Sure, we can talk circulation. But this 
is so much more important: we reach the 
emotions of 7,800,000 big-spending 
wage-earner families—and we reach those 
emotions with your advertising! 


...when a magazine moves emotions— 
it moves merchandise! That’s why the 
smartest advertisers are clinching their share 
of America’s richest market— the wage-earners 
—by advertising in... 


the only kind of magazine 
that speaks their language! 


IT PAYS TO START YOUR LIST WITH.. 


MACFADDEN PUBLICATIONS, INC. 
205 East 42nd Street, New York 17 - Offices: Chicago - San Francisco 
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Liebmann Starts 
Annual Drive for 
‘Miss Rheingold’ 


New York, Aug. 20-——The annual 
hullabaloo for the election of Miss 
Rheingold got its sendoff this week. 
Liebmann Breweries Inc, has an- 
nounced plans for intensive pro- 
motion in all media, which this 
year is expected to bring an esti- 
mated 13,500,000 votes pouring into 
more than 36,000 ballot boxes 
scattered within a 50-mile radius 
of Manhattan 

The elected Miss, chosen from 
more than 700 professional models 
who enter the competition, receives 
a $5,000 cash prize, a minimum of 
$1,600 in modeling fees, a trip to 
California and Puerto Rico and 
tremendous publicity 

Through its agency, Foote, Cone 
& Belding, Liebmann has racked up 
an enviable amount of advertising 
saturation in many media. This 
year, on top of everything else, an 
eight-page color insert entitled 
“An Album of American Beauties” 
will run in the Sunday News mag- 
azine section on Aug. 24, and a 

~color centerspread in the Sunday 

ipror on Aug. 31 


s part of the “most intensive 
advertising campaign ever con- 
dii@ted in the brewing field,” Lieb- 

n lays claim to the following: 


The largest single-product 
b&® advertiser in New York news- | 
papers. Besides eight local papers, 


imns@rtions will also run on a regu- 
larebasis in 15 Connecticut and 17 
Jersey papers 
The largest single-product, 
color advertiser in every 
end color supplement printed 
general circulation New York 
paper. Fifteen pages run in 
upplements annually. 
The only poster advertiser 
has used 150% showing 12 
hs @ year consistently in a 
r market. Miss Rheingold ap- 

12 times on 2,000 outdoor 
posters in New York, New Jersey 
andy Connecticut 

4#The largest suburban train car 
a@ivértiser in the New York metro- 
pol#an area. Two side cards and 


pear: 


leaving New 
of 


n railroad 
York 


car 


on nine lines—a total 


3,400 cars and 10,580 cards per Windsor Ad, Sales Club Elects | feature recent scientific advances | 


month 


5. The largest display advertising | o¢ Windsor has elected Charles J.| control 


program of any company in the 
New York area, tied in directly 
with general media advertising 
More than 35,000 outlets are used 


® For class magazines, Rheingold 
runs 27 pages annually in month- 
lies, a page a month in monthlies. 
In radio, 184 spots a week are 
scheduled on seven New York sta- 
tions, plus heavy spot schedules 
in Connecticut, New Hampshire, 
New Jersey and upstate New York. 


New York, Aug. 22—The televi- 
sion advertiser who has been as- 
sociated longest with a particular 
program is not necessarily the one 
who fares best when sponsor 
identification reports come _ in; 
sometimes a new, hot show barges 
right in among the elite in this 
category. 

This is one of the most inter- 
esting factors noted in Trendex’s 
new sponsor identification indexes 
covering viewing in multi-station 
cities in June and July. 

Among the relative newcomers 
(few have been presented by their 
sponsors for more than a year) 
showing up among the leaders in 
correct identification were: 

“Red Skelton Show,” Procter & 
Gamble (NBC), 90.7; “The Big 
Payoff,” Colgate (NBC), 83.3; 
“Playhouse of Stars.” Schlitz 
| (CBS), 81.1; “My Little Margie,” 
| Philip Morris (CBS), 85.1; “Mike 
|& Buff,” Pepsi-Cola (CBS), 85.5; 


“I Love Lucy,” Philip Morris 
CAST YOUR VOTE—New York City’s Mayor Vincent impelliteri congratulates the a A bs gene ans 
ouse 2)» 3, and “For 


six finalists for the title of “Miss Rheingold of 1953.” Take your choice from among 
| (left to right), first row, Helen Ryan and Nancy Woodruff; second row, Daphne 


Dore and Tippi Hedren, and third 


Festival” (NBC), 84.9. 


row, Joan Tebbe and Mary Austin. 


| 
|Four radio shows supplement the 
| spot campaign. 

; On television, 
| “The Unexpected,” a mystery show 
|narrated by Herbert Marshall over 
|WNBT every Wednesday night, 
land is considering additional 
shows. Beginning next month a 
| heavy 20-second spot campaign 
will run over leading stations. This 
lis in addition to special five-min- 
jute television films on the Miss 
| Rheingold election. 

| Kayser & Co. Starts Drive 

| Julius Kayser & Co. has launched 
a large fall advertising campaign, 
| featuring new hosiery, lingerie and 
|glove lines. Using a new format, 
|the company is employing photo- 
lgraphs in the fashion magazine 
| editorial manner to focus attention 
fon the selling features of the mer- 
|chandise. Prices and factual copy 
are being used. The advertising 
| schedule includes Charm, Harper’s 
Bazaar, Ladies’ Home Journal, 
Life, Mademoiselle, New York 
Times Magazine, Playbill, The New 


a card appear in every sub-| yorker, Today's Woman and Wo- 


man’s Home Companion. 


The Advertising and Sales Club 


Woolcox president. Other officers 
elected are W. M. Hunter, Ist v.p.; 
Roy E. Lane, 2nd v.p.; Edgar C. 
Lamoreaux, 3rd_ v.p., 
Hale, secretary-treasurer. 


Peck to Hewitt & Associates 


Howard L. Peck, who has been | 


with Hoffman & York, Milwaukee 


advertising specialist, for 15 years, | 


s leaving Sept. 1 to join 
Shields Hewitt & Associates, Lib- 
ertyville, Ill., consultant on em- 
ployment benefit plans. 


BEAUTIES IN COLOR—William Dye (center), advertising manager of Liebmann Brew- 
eries, and John R. Pebrode of the New York News’ Brooklyn roto color plant, 


examine proofs of the biggest color od 
colled “An Album of American Beauties,” 


run by thot paper. An eight-page job 
it features pictures of the six candidates 


seeking the title of “Miss Rheingold of 1953." Liebmann sponsors the contest annually. 


Rheingold has 


and Floyd! 


Edwin | 


® Pace-setter on the list was Ar- 
thur Godfrey’s “Talent Scouts” for 
| Lipton (CBS) with a score of 95.7. 
This compares with a Trendex SI} 
score of 86.5 in October-Novem- 


Fall Campaign on 
ber, 1951; 87.2 in June-July, 1951, 


3 Calvert Brands |95.9 in February-March, 1951, and 
New York, Aug. 21—Fall ad-| 94.7 in October-November, 1950. 
vertising programs on Lord Cal-| Other high-scoring shows on the 
vert, Calvert Reserve and Car-|mid-summer report are: “Texaco 
stairs whiskies were described to-|Star Theater” (NBC), 90; “Toast 
day by E. E. Guttenberg, adver-|of the Town,” Lincoln-Mercury 
tising director of Calvert Distillers) (CBS), 87.2; “Kraft Theater” 
Corp., at a company sales conven-| (NBC), 86.9; “Pabst Fight of the 
tion. . | Week,” (CBS), 89.2; “Crime 
Newspaper ads ranging up to! Photographer,” Carter Products 
1,000 lines will be used by Calvert! (CBS), 81; “Cavalcade of Sports,” 
Reserve headlined “How you too! Gillette (NBC), 85.1; “Voice of 
can be your own whisky expert.”| Firestone” (NBC), 92.5; “Hit Pa- 
Full-page color ads will be used | rade,” Lucky Strike (NBC), 90. 
in Collier’s, Life and Look empha-| For “Texaco Star Theater,” 
sizing taste-testing comparisons as, which rated 85.7 on the SI index 
the way to judge whisky value. In| last fall, this is the highest score 
addition, limericks about men who/| yet on a Trendex sponsor identi- 
have switched to Calvert will be| fication report. “Kraft Theater” 
used. Car cards and outdoor post-|lost ground from the October-No- 
jers will feature the same theme.| vember, 1951, report when it rated 
|An addition to the company’s/ 95.5. “Toast of the Town” was 
schedule will be full-color pages about the same. 
|in Ebony and Our World. 


| 


Schedules Set for 


|@ Many sponsors will find the fig- 


Advertising Age, August 25, 1952 


Several New TV Shows Fare Well in 
Sponsor Identification, Trendex Finds 


ures in the misidentification col- 
umn very encouraging; the trend 
is down from earlier reports. Sev- 
eral programs didn’t draw enough 
misidentification answers to show 
up in that column. 

More than 10% of the people 
gave the wrong company when 
asked who sponsored the follow- 
ing: “Television Playhouse,” 
Goodyear (NBC), 20.4; “Sammy 
Kaye Show,” Lambert Pharmacal 
Co. (CBS), 14.3; “We, the People,” 
Gulf (NBC), 13.6; “Lights Out,” 
Ennds (NBC), 10.6; “Pulitzer Prize 
Playhouse,” Frigidaire (ABC). 
10.1. 

The “don't know” category was 
somewhat less heartening for ad- 
vertisers. Thirty-nine of the 85 
weekly or alternate-week shows 
surveyed scored above 30% in 
that column. 

Shows with the toughest job cut 
out for them, judging from “don’t 
know” ratings, are “Claudia,” Gen- 
eral Foods (CBS), 64; “My Friend 
Irma,” Cavalier (CBS), 53.2; “El- 
lery Queen,” Bayuk (ABC), 50; 
“Keep Posted,” Curtis Publishing 
(DuMont), 50; “Lights Out,” 
Ennds (NBC), 49; “Information 
Please,” General Electric (CBS), 
49.5. 


Pushes Four Purpose Cream 

Lady Esther Ltd. will repeat a 
special promotion for Four Pur- 
pose face cream held last fall, 
from Sept. 15 to Nov. 15. A $200,- 
000 campaign, ads are scheduled 
for Sunday supplements and pos- 
sibly some dailies, and will offer 
the $1.38 size of Four Purpose 
cream for 98¢. Biow Co., New 
York, is the agency. 


Landenberger Boosts Loomis 

Paul Loomis, Pacific Coast man- 
ager for J. W. Landenberger & Co., 
Philadelphia, has been promoted to 
national retail sales manager for 
the hosiery manufacturer. The pro- 
motion is part of a_ streamline 
operation for the benefit of the re- 
tailer. 


Grant Appoints Moore 

Wendell C. Moore, formerly as- 
sistant media director of Camp- 
bell-Ewald, Detroit, has been 
named media supervisor on the 
Dodge passenger car account in the 
Detroit office of Grant Advertising. 


® Lord Calvert advertising will! 


|}in distilling which promotes closer 


over product uniformity. cca kadeiai hace 
Copy will refer to the brand as 1952 1951 
“custom-distilled” whisky. About +k $ 16,210,000 $ 14,544,000 
100 newspapers will be used. The) Kroger Co. ......... 79.332,478 73,023,277 
“Man of Distinction” theme will pa Tea wea BH 
be continued in the company’s Combined Total §881.146,801 $807,071,568 
magazine ads. A special campaign 
|will appear in Ebony and Our “ail Order 
appear ! Sears, Roebuck .....$221,318,142 $193,410,136 
World and in a number of Negro Spiegel .......... 7,830,648 —_ 7,693,222 
newspapers starting in September. preg A gs : sig hoes mene nar 
The Carstairs copy will revolve — ss ee, 
around the theme “Greatest whis- | Drug Chains 


..$ 4,273,842 $ 4,060,918 


. ‘ Pe 
ky value in town at a price I can) Waigreen 14'874.651  14.246.560 
afford.” Quality and price will be) Group Total $ 19,148,493 § 18,307 478 


featured in all copy. In addition taste ill haitbanaham 


to 250 newspapers, car cards will iacgermen Co., Inc. .$ Bs $ A 
- j ‘ie , . Bond Stores . . . / 
be used with special copy ap-| Bitter Bros, |. 9'505.230 91537.723 
proaches for holidays. Consolidated Retail 
, Z peepee 1,633,184 1,554,694 
Geyer, Newell & G eon handles Diana Stores Corp. 1.416.354 1,499,061 
Lord Calvert = Calvert Reserve, Edison Ores. ‘ 3.268 206 wt 
© 5 rj ishman . a a . 
and Lennen & Newell services the tau 18456522 17,964'158 
Carstairs account. Grayson-Robinson 
ca siaae Seeay 
i tt Saar A . d 
Yale & eae Boosts Young Howard Stores Corp. 1171403 1.128.883 
James D. Young, national sales ‘Interstate Dept. 
manager of Yale & Towne Mfg.| 2 %¢"@' cg °') 2UE322 3.458 18s 
nar : . y, G. 0. 2,675,000 2,438 
Co.’s_ materials By yee trucks, Kress, S$. 22.381.916 21 753.477 
as be romoted to general sales Kress, S. H. 48, 11,949,7; 
has been p to general sales | [oS ervest, ‘is: 3.477.858 2.993 
manager of the company’s locks {ere 11429522 10.301 816 
and builders’ hardware products. MeCrory 7,849,494 7.847.255 
He succeeds A. Charles Amann, Mctelian Stores 4.465.422 4,460,378 
; Miller-Woh! Co. 2,375,663 2.435.999 
who has resigned. Mur 
phy, GC. ...... 12,560,047 11,695,931 
fails . National Shirt Shop 1,369.5 1,423,784 
Diesel Progress’ Rates Up Weisner Bros. ....... 4,395,059 4,405,180 
wear ewberry. A canent y A f 
Diesel Progress. Los Angeles penny. i. ¢........ 72:460,691  69,805.252 
(including Diesel Engine Catalog) Rose's 5-10-25 |__| |. 1,498, 1,379,545 
has raised its rates 10%. This = : — = America rer Ry 
aatem ti . . lestern Auto ‘ 164. 
means the 13-time rate goes from wooiworth. F. W 51'509.996 48'981847 


$360 to $400 and the seven-time 
rate from $400 to $450, effective 
with the January issue. 


.$304,634,813 $292.514.621 
$881,146,801 $807.071,568 


Group Total 
Combined Total 


July Sales of Chain Stores 


% Gain —- —7 months —— ¥% Gain 
or Loss 1952 1951 or Loss 
+11.5 $ 120,021,000 $ 114,340,000 + 5.0 
+ 9.0 641,317,818  608.094.055 + 5.0 
+234 233,671,023 220,377,557 + 6.0 
+15.4 _ 896,908,815 _ 792,244,423 +13.2 
+ 9.2 $0,144,669,150 $5,843,755.352 + 5.1 
+14.4 $1,367,234,848 $1,258,825.822 + 8.6 
+18 68,897,281 73,858,099 — 6.7 
+ 42 _ 517,296,116 _540,830,343 — 4.4 
+11.2 $1,953,428,245 $1,873,514,264 4. 
+ 5.2 $ 30,235,657 $ 28,087,127 + 7.6 
+ 4.4 _ 100,333,763 _ 96,510,723 + 4.0 
+ 46 $ 130,569,420 $ 124,597,850 + 48 
+24§ 4,247,852 $ 4,087,177 + 3.9 
—59 40,971,264 41,184,432 — 05 
— 03 60.808.604 63,337,686 — 3.9 
+ 5.0 15,871,573 15,580,109 + 19 
— 55 20,827,989 19,070,945 + 9.2 
+13 44,277,604 42,853,626 + 3.3 
+ 35 6,136,672 5.690.774 + 7.8 
+ 2.7 130,618,779 129,148,205 + 11 
+17.1 51,514,953 48,696,926 + 5.8 
—i11 46.796,759 47,299.856 — 11 
+ 3.8 14,570,059 14,636,057 — 8.5 
— 7.3 28,597,722 29,294, —24 
+ 97 21,364,000 20,397, + 47 
+29 160,065,618 155,043,887 + 3.2 
+41 88,323,236 86.463, + 2.2 
+16.2 31,581,340 29.227,4 + 81 
+10.9 71,723,402 65,152,283  +10.1 
—_ 53,561,317 52,355.165 + 2.3 
+ 01 30,154,675 28,530.705 + 5.5 
— 25 35,474,625 31,996,5 +10.9 
+ 7.3 91,699, 83,093,756 +10.3 
— 38 9,521,271 8,237,225 + 7.7 
— 0.2 30,837,319 30,972,924 — 0.4 
— 06 82.305.683 77.626.275 + 6.0 
+ 38 516.908,8 444,141 + 16 
+ 86 9.935.926 9,529.210 + 4.3 
+ 7.7 30,091,702 28,153,535 + 69 
+140 90,338,000 87,302,000 + 3.5 
+ 5.2 _ 357,626,972 346,581,427 + 3.2 
+ 4.1 $2.176,752,830 $2,110,587,.203 + 3.1 
+ 9.2 $6,152,669,150 $5,843,755,352 + 5.3 


tFour weeks and 30 weeks. ‘Six month period. ‘Twelve month period. 
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Seiaty tah. ean iat 
‘Courier’ Comics 
Now Attracting 
More Advertisers 


New York, Aug. 21—In 1950, 
when the Pittsburgh Courier began 
offering advertisers an opportunity 
to buy space in the only Negro 
weekly four-color comics in the 
world, there was no rush to get in- 
to the act. 

Now, however, this exclusive 
feature for the Courier, which is 
published in separate editions in 17 
cities across the country, is proving 
to be a real business booster, with 
sales moving constantly upward. 

Interstate United Newspapers, 
representative for the Courier, has 
been concentrating on attracting 
companies already buying comics 
in general newspapers. 

“This decision is not hard to ex- 
plain,” William G. Black, sales 
manager of Interstate, said. “It’s a 
matter of money. We wouldn’t ex- 
pect an advertiser to go to the ex- 
pense of preparing a comics ad 
just for the Courier alone.” 


® Advertising agencies furnish the 
Courier with the same copy which 
is used in white newspapers. Art- 
ists then adapt the drawings for 
the Negro readership by changing 
the features somewhat and dark- 
ening the complexion of the people 
in the story, Mr. Black explained. 

Among the companies which re- 
portedly will start a campaign in 
the Courier comics in upcoming 
months are General Mills for 
Wheaties, through Knox Reeves 
Advertising; Sealtest, through N. 
W. Ayer & Son; Wildroot Cream 
Oil, through Batten, Barton, Dur- 
stine & Osborn; Sheaffer Pen 
through Russel M. Seeds Co., and 
Standard Brands. 

Products making heavy use of 
the Negro comics to date include 
Ipana (Doherty, Clifford & Shen- 
field); Sal Hepatica (Young & 
Rubicam); Fab (William Esty & 
Co.); Lipton’s tea (Y&R); Tootsie- 
rolls (Moselle & Eisen); Kool (Ted 
Bates & Co.), and Lionel trains 
(Buchanan & Co.). 


@ Some of these companies par- 
ticipated in Courier home serv- 
ice fair promotions held last year 
in six cities to help promote the 
products of the paper’s advertisers. 
Beginning in January, the fairs will 
be repeated in Philadelphia, Wash- 


( vecsansl.."Sttlerent? .. 
The Perfect Gift 
For Colleagues... 
Customers... 

Friends 


QSAKY specissies inc. ) 


© ONE TIE OR TEN THOUSAND 

@ FOUR-IN-HANDS OR BOWS 

@ ANY COLOR—ANY NUMBER OF 
COLORS 


@ ALL-OVER PATTERNS OR MODERN 
“SPOT” DESIGNS 


Your own product or trade mark distinc- 
tively printed on finest silk foulard! Not 
quedy “gag” ties, but true luxury : 
weor top executives are always proud to 
wear. Yet those who see and wear these 
ties are constantly and subtly oware of 
your product! All ties are designed 

ced in our own plant, to meet your 
exact specifications. 


Phone Wire Write 
FOR FREE DESCRIPTIVE CIRCULAR 


475 Milwoukee Ave. + Chicage 10, Ill, + MOnroe 6-7814 


ington, Cincinnati, Detroit, New 
Orleans and Pittsburgh. Next year 
they will be staged for the first 
time in Birmingham, Atlanta, Los 
Angeles and New York. 
Advertisers who buy a minimum 
of 6,000 lines throughout the year 
at a cost of $4,560 qualify for a 
booth at the fairs. They also re- 
ceive several hundred tickets in 
each city for distribution to their 
customers and salesmen, plus pro- 
gram listing and supplementary 
newspaper publicity support. Each 
product is given time for one stage 
demonstration at each session. 


s Meanwhile, several companies 
which have not previously used 
Negro media will make a special 
pitch for colored customers this 
fall via Ebony magazine. 

Listed among the newcomers are 
Stetson hats (Kenyon & Eckhardt) ; 
Regina floor polishers (Lewin, 
Williams & Saylor); Thom McAn 
shoes (Anderson & Cairns) and 
Fleers bubble gum (Lewis & Gil- 
man). Also new to Ebony are Cal- 


umet baking pow (Foote, Cone 
& Belding); Whi’ Horse Scotch 
(Owen & Chapp |), and Nucoa 
margarine (Bentc. & Bowles). 


Bread Week in ©ctober 


National Heart: Baked Bread 
Week will be cele rated and pro- 
moted for the firs' time from Oct 
4 to Oct. 11. Estab shed by a com- 
mittee of baking ind health ex- 
perts, the week A. I. Levy, 
president of the Levy Baking Co., 
Brooklyn, as its chairman. The slo- 
gan, “Bread as grandma baked it,” 
will be used on a!! promotion ma- 
terial. 


Mikloris to Doyie Dane 

Charles A. Mikilonis, formerly 
with Kastor, Farrell, Chesley & 
Clifford, New York, has joined 
Doyle Dane Bernbach Inc., New 
York, as controlier 


Clotilde Arias to Otto 

Clotilde Arias, formerly a copy- 
writer in the international depart- 
ment of J. Walter Thompson Co., 
has joined Robert Otto & Co., New 
York. 


Goebel Loses Esslinger's Suit 

Judge Francis Shunk Brown Jr. 
has handed down a decision up- 
holding Esslinger’s Inc., Phila- 
delphia brewer, in its use of the 
name Goblet on a seven-ounce 
bottle. The company had been sued 
by Goebel Brewing Co., Detroit, 


35 


which asked that Esslinger’s be 
restrained from using the name, 
which might confuse consumers. 


Admasters Advertising Moves 

Admasters Advertising, Wash- 
ington, has moved to new offices 
in the Washington Bldg. 


gh ne es EN ome 
i §2"¢ IN POPULATION 
3 


among Sales Management's 
162 Matreperten Areas 


Au people are consumers. But 
quality people are better custom- 
ers. e depth of quality in the 
Quad-City market is an outstand- 
ing asset of 240,500 people who 
live here. Good ancestry, fine geo- 
graphical location and diversified 
means of livelihood all contribute 
to the high standard of Quad-Cit 

living. WHBF-TV is favored wit! 

the loyalty and friendship of 
Quad-Citians, accumulated dur- 
ing 25 years of service in broad- 
casting. 

les Johnson, V. P. and Gen. Mgr. 


_ TELCO BUILDING, ROCK ISLAND, ILLINOIS 


_ Represented by Avery Knodel Inc 


MANAGEMENT MEN ARE TALKING agour:-- 


: 
: 
‘, 
‘ : 
Me 
--- £0 serve management 
7 

Events move fast in the Chemical Process Industries 

where this week’s news determines next week’s decisions. : 


And CHEMICAL WEEK, 


providing swift coverage of news vital to management, 


is timed to the pace of this magical, 


fast-moving field. 


Its brisk style and informative reports 
have won ready acceptance among chemical businessmen everywhere. 
In America’s richest market 


... it’s management’s own magazine. 


Top-level approval is essential 

to sales of equipment and supplies 

but management influence is hardest to cultivate. 
That’s why advertising in CHEMICAL WEEK 
makes your selling more effective 

...it creates a preference among key chemical businessmen. 
And today, with some equipment and materials in short supply, 
advertising in CHEMICAL WEEK maintains markets 
... by keeping management men sold. 


Che 


mical 


A MCGRAW-HILL PUBLICATION, McG®°W-HILL BUILDING, NEW YORK 36, NEW YORD 
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Unique Pension Plan 


Stability, Teamwork 
Are Keys to Operation 
of $30,000,000 Agency 


(This is the second of two articles.) 
New York, Aug. 20-—Compton 

Advertising operates on the prin- 

ciple that the tearn is important. 

In new business solicitations, in 
conversation and in day-to-day 
routine, Compton stresses the value 
of people working as a group. As 


HOUSE ORGANS 


This t of advertising can make 
sweet mu sic. But the copy must SING!’ 
Need ne be expensive. (I publish one 
on a blot er). Free copy’ 


“That Fellow Mott” % 


Leo P. Bott, Jr, 64 E. Jackson, Chicago 


Helps Unify Compton 


we have said, the key men are the 
account executives—they are sup-| 
posed to be able to balance the 
needs of the client with the ser- 
vices the agency offers. 

One of the most important of 
these services—and perhaps the 
best-advertised in the agency 
grapevine—is the media depart- 
ment. Its 67 people include 20 in 
radio and TV, 19 in print and out- 
door, eight in media detail, three 
in media research and two in bud- 
get control. 


® Its size is partially explained by 
Compton's predilection for better 
service through more people, par- 
tially by the fact that it does some 
of the work other agencies give to 
account men, research, and radio- 
TV departments. 


An advertisement in The Reporter 
mow 
w reaches 50,000 


responsive readers whose 


INTELLIGENCE 


a good buy 


is quick to recognize 


INFLUENCE 


recommends it to others 


INTENSITY 


of readership assures 


fullest attention. 


mow than 


While The, Reporter has doubled its circulation, 


the rates remain the same. 


By the numbers, or 


by any other standard, The Reporter is one of 


the most effective publications 


in its field. 


si Rep orter 


220 East 42nd 


reet, New York 17, N. Y. 


* For details, phone Dick Lyon, Advertising Manager,at Mu 7-4742. 


The department is headed by 
Guy Richards, an over-all special- 
ist. The department not only de- 
cides between types of media, but 
between units in a given type, 
with the decisions based on money 
available and whom the advertis- 
ing must reach. 

This basic decision means the 
department is called in early cam- 
| paten planning, since it estimates 
the costs. } 
| What distinguishes the Comp- | 
ton media department is its prac- | 
tically fantastic capacity for de- 
tail work in all phases of its op- | 
erations. 


® For instance, estimating: con- 
stant checking and endless super- 
vision resulted in one $2,000,000 
advertiser ending his year with 
just $208 unspent; a $1,000,000 ad- 
vertiser came out at year-end just 
$60 over budget. 

The penchant for detail is mir- 
rored in another fact: On two oc- 
casions, Compton has been named 
estimate coordinator for a client 
with no less than three agencies. 

In the files of the media de- 
partment are many analyses of 
media, markets, sales potentials, 
etc., for individual clients, giving 
the agency a compendium of data 
probably unparallelled in_ the 
agency field. Compton would 
dearly love to merchandise this 
bulging file of reference mate-| 
rials to attract new business, but 
each analysis was originally built 
to the specific needs of its clients— 
and the results are confidential 


s Another important auxiliary of 
the account man is the merchan- 
dising department, recently re- 
christened the “market develop- 
ment department,” under v.p. John 
| Hise. 

The new label came because the 
department had moved far beyond 
trade investigation, premium mate- 
rial, display material and organiz- 
ing promotions. It was “an exten- 
sion of account management, spe- 
cializing in distribution, sales and 
promotion problems. ..(It) entails 
a high degree of knowledge and 
skill in the analysis of markets 
and the potential for our brands, 
the position of our brands relative 
to competition and the creation of 
strategies, tactics and tools to en- 
able our brands to sell more vol- 
ume,” to quote a staff memo. 


@ The six-man department made 
4,545 retail calls in 32 states on 
118 trips in 1951; in 1950, 5,600 


calls in 39 states. Hise sees his 
group working with the account 
executive, counseling him, and 
having three primary functions: 

1. Planning—sales analyses, 
marketing, pricing, packaging, 
ideas for promotions and other 
factors involving the movements 
of the client’s goods. 

2. Field work—reporting and| 
analysis designed to check on the 
above activities. 

3. Premium development— 
searching out and assisting in de-' 
velopment of new premiums to 
meet specific needs; and develop- 
ing and maintaining all data re- 
quired for premium planning. 


s These are the facilities on which 
the account man draws, but Comp- 
ton’s strength has been its ability | 
to inculcate the idea that client 
service comes first. 

That is a principle to which the 
Compton management is com- 
mitted, and client service comes 
before profits. “We're not a high- 
profit agency,” Robert Holbrook, 
president, told an AA reporter. 
“No one has made a lot of money 
here, either as an individual or as 
a stockholder.” 

What Mr. Holbrook was talking 
about was Compton since 1935. To 
appreciate the evolution of this 
| viewpoint, some Compton history 
jis necessary. 

Compton is an old agency, 
founded in 1908 by O. H. Black- 
‘man and Frank Hermes. In 1909, 


Advertising Age, August 25, 1952 


TOP BRASS—Here are three of Compton's five directors: John K. Strubing, execu- 
tive v.p.; Leonard Bush, secretary and management media supervisor, and Charles 


McCormack, 


treasurer. 


Other directors are Robert D. Holbrook, president, 


and 


Frank Griffin, v.p. 


Fred Ross came in, the firm 
name changing to Blackman-Ross. 
In 1920, Ross left, later merging 
his own agency to form Fuller & 
Smith & Ross. The present Comp- 
ton agency was known as Black- 
man Co. from 1920 to 1935. 


@ As such, it was an idyll. The 
rule of thumb of Blackman was 
simple; commissions were evenly 
divided, half went to the part- 


ners as their share, and the other, 


Frank Griffin 


Robert Holbrook 


half went to operate the agency 
and service the clients. There was 
little overtime, few client meet- 
ings (media and copy arrange- 
ments were usually set for six- 
month periods). Even Procter & 
Gamble, which was acquired in 
1921, had only six meetings a year 
—four in Cincinnati, two in New 
York. 

Blackman had 40 people in those 
days. Research was casual, and the 
finer points of media analysis un- 
dreamed-of. Leonard Bush, who 
became a Compton partner in 
1935—he is now secretary of the 
company and management head 
of media—once questioned maga- 
zines for circulation figures (this 
was before the advent of the Audit 


Bureau). He eventually was called 
upon by an outraged representative 
of Century. 

“Our circulation,” the Century 
man said coldly, “is no one’s busi- 
ness but our own. Our position is 
not based upon circulation, but 
upon our influence with our read- 
ers. If you don’t want to advertise 
in Century. many other agency 
space buyers do.” 

“Space buyers today,” Mr. Bush 
says (and he was Blackman’s 
|media department for many years), 
“don’t realize what ABC has done 
for them.” 


® So the agency, handling the en- 
tire P&G account (its billings, 
however, totaled less than Ivory 
did in 1951) sailed through the 
20s. It reeled under the impact 
of the depression, and 1933 was a 
particularly bad year, a year also 


marked by the death of Frank 
Hermes. 
In 1934, the late Richard L. 


Compton, Alfred Stanford and 
Bush engineered the purchase of 
the agency, on the grounds they 
were actually doing the work and 
should be paid for it. Compton was 
then supervising P&G billing, 
Stanford was head of the creative 
department, and Bush was in 
charge of media. Bush did the fi- 
nancial foraging, and finally raised 
the money, with the partners in 
hock to their eyebrows. 

In May, 1935, the agency became 
Blackman Advertising, and later 
in the year it became Compton Ad- 
vertising Inc. The three partners 
had acquired an agency largely 
consisting of P&G billing, perhaps 
nearly 92% of its volume. That 
situation has changed, first with 


If your 
Sales outlook 


GRIZZLY 


PACKAGIN 


features, thru-the-book format . . 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page . . . 
More attentive readership with news-and-picture 

. Stronger sell- , 
ing impact on MORE important buyers .. . 
15000 (CCA) ALL-BUYER circulation 


HAYWOOD PUBLISHING CO., 22 EAST HURON ST., CHICAGO 11, ILLINOIS 
NEW YORK 17—101 PARK AVE. » WEST COAST—MC DONALD-THOMPSON 


... here’s the No. 1 way 
to reach and influence a 
$7,500,000,000 market. 
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the acquisition of the Getchell 
business in 1943—which brought 
Frank Griffin into the manage- 
ment picture—and later with a 
widening account base. 


s Of the three, Bush is the only 
one still with Compton. “Dick” 
Compton retired in 1945, and died 
in 1950. Alfred Stanford left 
Compton for wartime service with 
the Navy, and elected not to return 
when the war was over, first head- 
ing the Bureau of Advertising, 
ANPA, then moving to the New 
York Herald Tribune as v.p. He is 
now head of the plans board of 
Benton & Bowles. 

In 1945, Compton started a post- 
war overhaul, as Mr. Holbrook be- 
came president. It is probably | 
significant that only one of the 
agency’s present department heads 
headed a department prewar. | 

The present management has| 
made an effort to attract first-| 
class people (and up to the higher 
brackets it has paid “market price” 
for them) and to hold them, largely | 
through a liberal pension plan 
and stock ownership. | 
s The major stockholders of the 
agency (there are slightly more 
than 50 stockholders altogether) 
are Holbrook, Bush, Griffin and 
Strubing. Along with Charles Mc- 
Cormack, the agency’s treasurer, 
they are the directors. 

The stock is widely held within 
the agency, and more people will 
participate as time goes on. Mr. 
Holbrook (who holds 15%) says 
he cautions Compton people who 
want to buy stock that it cannot 
pay a high dividend. 

As men who remember the time 
when the agency was closely held, 
and junior partners bobbed hard 
to catch crumbs from the table, 
the Compton management has 
tried to make it clear to up-and- 
coming executive timber that they 
stand to inherit the agency, and 
that the over-all pianning is to 
deliver the agency to them by the 
time they’re ready to run it. | 


@ It took the present management 
five years to buy out Dick Comp- 
ton’s interest (converting his com- 
mon stock holdings to preferred 
stock for that purpose); they in- 
tend that the rising management 
team—supervisors, principal ac- 
count men and key department 
heads—will have no such problem. 
“They’re going to find enough 
money in the till for them to buy 
us out,” Holbrook says, “and this 
means I can say that ‘you’re on 
the team, and you're the next guys 
to own the business.’ ” 

This attitude pre-supposes that 
Compton can keep a cadre of man- 


MARKETING—In this session, John Hise, v.p. and merchandising director, holding 

the Duz box answers a question from Guy Richards, v.p. and medic director. at riaht. 

Looking on are Barton A. Cummings, v.p. and account supervisor on Procter & 

Gamble; William C. Geoghegan, v.p. and account supervisor on Standard Brands, 
and Edward Battey, v.p. and director of research 


|able) his family will receive pay- 
ment for ten years of the pension 
he would have received had he 
lived to retirement. If he dies after 
the cash values have exceeded the 
face value of the insurance, his 
family will get more—up to 178- 


200% of the monthly pension on) 


which he would have retired. 

In order to qualify, an employe 
must have worked for Compton 
for five years; it will be another 


37 


five before he is “vested” in the 
plan, and entitled to all the bene- 
fits. 


s Even with these requirements, 
some 140 employes are now cov- 
ered by the pension plan. Only 
one has so far died before his plan 
reached maturity. Of five who 
have retired, one has since died. 
The other four are living on their 
pensions. Four more employes 


Specialists in SILK, SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


agement people together; that it 
can bring them along in waves, 
spaced a number of years apart| 
both in physical age and in agency | 
experience. And the Compton pen- 
sion plan has served the agency. 
in just that way. 

The Compton plan was adopted 
in 1940—and so has a number of 
features not found in plans in- 
stalled later. It is anchored by life 
insurance annuities. It is expen-| 
sive—by the end of 1952, Comp-. 
ton will have paid more than} 
$3,000,000 into the fund. 

And it doesn’t cost the employe 
a dime. 


s Under the plan, a Compton em- 
ploye may retire at 60, and he will 
draw at least 32142% of his highest 
salary in the agency, although no 
salary increases after 55 are 
counted. Employes who earn more 
than $25,000 will receive 324%2% of 
$25,006, plus 20% of the amount 
over $25,000 as their yearly re- 
tirement incomes. The amount 
over $25,000 must be funded over 
a minimum of ten years (a real 
stabilizing factor). 

If the agency has to cut salaries 
at some point, the pension rights 
still exist; if an employe dies be- 
fore his annuity policies reach 
maturity (provided he is insur-| 
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---and the key 
to it is the.. 


Canton Families use up to 
38.7% more Detergents and Soap 


Canton, Ohio is a Key 
> DETERGENT & SOAP Market 


eA Se APR Pansat oh 


Key Facts: Canton’s deep well water varies from 22 to 36 
grains hard. In Cleveland, the water is only 8 grains hard. 


A Canton family will use as much as 38.7% more soaps, detergents and 
cleansers than a comparable Cleveland family. And the 83,292 families in the 
Canton Metropolitan area have an average effective buying income of $5,179. 


One newspaper, the Repository, covers these families—96.7% city 
zone coverage; 99.4% home delivered. No other newspaper gives 
you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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have reached their pensions and 
are still working for the agency, 
drawing both pay and pension. 
This is possible because the plan 
is based on annuities, which sim- 
ply start paying off when the in- 
sured reaches 60. 

This all adds up to a convinc- 
ing reason why only a tremendous 
opportunity can blast loose a vet- 
eran from Compton. Under the 
impact of inflation and taxation, 


few admen can hope to accumulate 
the amount of money which the 
plan accumulates for them 

But this liberal plan appeals 
more to the established adman 
than to his less-experienced jun- 
ior. In the lower ranges, experi- 
ence has shown the pension plan 
to be an intangible bonus, some- 
thing which must be taken out of 
profit, but exercises little influ- 
ence when a new man is hired. 


MATRIX COMPANY 


M SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


MRE i Ce trees 


Its cost is, of course, the reason 
that Holbrook must caution pros- 
pective stockholders not to ex- 
pect extravagant dividends. 

In 1946, the agency faced up to 
the problem of maintaining the 
plan. For one thing, it had oper- 
ated at a slight loss that year, 
around $10,000 as Holbrook re- 
members it. It was a year of de- 
cision—and Compton decided to 
keep the plan, along with its siz- 
able—and fixed—obligations. For 
the plan doesn’t depend on the 
contribution of a set percentage of 
profit; it depends on the agency's 
paying annuity premiums for an 
ever-larger group of employes. 

“We can afford it,” Mr. Hol- 
brook says, “just as long as we 
have gross earnings to support it.” 


@ One thing the plan has done, 
however, is to give the agency a 
peculiar “not me for mine, but 
ours for us” attitude. It has paid 
dividends, both in stimulating the 
teamwork on which the agency 
depends, and in attracting both 
other agency people and adver- 
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Rx for an Account Man 


(This is a job specification by J. K. Strubing when 
hiring a new account executive.) 


Around 40—preferably younger. 
Good agency experience with national food brands. This 
experience should be in the account management activity 
rather than merchandising. 
He should be able to: 
..plan marketing strategy 
..contribute real leadership to creative 
achievement 
understand valid market and consumer 
research methods 
..make presentations to large groups with 
authority and effect 
..use skill and diplomacy in working with a 
large client’s organization 
.. originate promotion and merchandising 
plans 
... appraise media values 
.. handle “housekeeping” details with ac- 
curacy and dispatch 
Salary range: $15-$20,000 
Must be good at using and understanding figures. 


tisers. 

Frank Griffin, 
Socony-Goodyear Kelly-Spring- 
field group, says he likes “the 
good, solid feel” of the agency. He 
has good reason to like Compton; 
in the last days of the Getchell 
agency he was offered $18,000 a 
year more than Compton offered 
by another agency. He picked 
Compton, because he’d been with 
Blackman before, and because he 
anticipated something. 

Merged agencies, or account 
groups moved intact into agencies, 
have a way of developing cliques 
At Compton, Getchell and Comp- 
ton men were quickly assimilated, 
switched from accounts to new 
ones in order to integrate them. 
“So the merger was _ binding,” 
Griffin explains, “and we have a 
homogeneous operation.” 


who tops the 


@ It was good enough to maintain 
Mobiloil’s position as the world’s 
top-selling oil (speaking of stabil- 
ity, Griffin points out that the 
same people have been handling 
Mobiloil for 50 years) and it in- 
troduced Neolite through spot ra- 
dio—as was mentioned earlier— 
and made synthetic soles (of which 
Neolite is the leader) into a factor 
with 55-60% of the market. 

Mr. Griffin thinks the calm com- 
petence of the agency is reflected 
in the kind of clients it attracts 
And Compton can point with con- 
siderable pride to the stature of 
the clients it has acquired, and 
held. For, by and large, they are 
clients with a long experience in 
advertising, people to whom ad- 
vertising is important, and who 
have constructed a philosophy re- 
garding their advertising and the 
part they expect it to play for 
them. In other words, Compton 
has done extremely well with the 
sophisticates among advertisers. 


w It has largely been done without 
a jackhammer new business ap- 
proach. Compton men say, seri- 
ously, that they’ve been “‘too busy” 
to develop as much new business 
as they should. 

In its approach to new business, 
the agency sticks to philosophy— 
the advertiser is shown a team. 
Incidentally, Compton belongs to 
the “no speculation” school; it will 
chart a client’s marketing posi- 
tion, it will review his media se- 
lection, his merchandising and his 
potential in the field. But it will 
not turn in copy—for a reason. “It 
would be presumptuous,” said one 
Compton man. “We just don’t 
know enough about his problem at 
that point to write copy. Copy 
comes later.” 

It will take any account if it has 
potential, provided the client will 
pay for the work Compton thinks 
is necessary to develop the prod- 
uct as it should be developed. 


s And what amounts to a passion 
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LYDIA'S NEW DRESS—The package for lydia E. Pinkham’s vegetable compound, 
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Turner & Dy- 
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Panda Prints Names Agency 


New 


Panda Prints, | 


greeting card manufacturer. Fall 


campaign plans include magazine | 


which hasn’t changed much during the many years the product has been on the 


market, has been redesigned to look like the one above (right). The color of the 
carton has been changed from a dull pink to a lighter shade of the same color. 


Phil Thompson, 


for anonymity is also a 
Compton men make few speeches, 
seldom write articles, tend to avoid 
the limelight. In Joseph Field's 
flexible, four-man publicity de- 
partment, comparatively little time 
is devoted to the affairs of the 
agency; clients, their shows and 
their products, get the attention. 

Yet a growing body of adver- 
tisers has come to know the agen- 
cy, and to employ it. And riding a 
crest of new business, Compton has 
confidence in its team operation, 
and in the growing acceptance 
among advertisers of an agency de- 
voted to teamwork. 


Set Oil Progress Week Drive 


A proofbook containing 48 ads 
prepared especially for tie-in use 
during Oil Progress Week, Oct. ! 
12-18, is now being distributed to 
all daily and weekly newspapers 
by the Oil Industry Information 
Committee of the American Pe- | 
troleum Institute, New York. The 
package contains ads ranging in 
size from one column to full page. 
As in the past, it is expected to) 
have special appeal for service) 
stations, fuel oil dealers and local | 
oil companies. Last year, more! 
than $1,000,000 worth of special | 
advertising resulted from a sim- | 
ilar proofbook, the institute re-| 
ports. 


‘New Yorker’ Boosts Rates 

The New Yorker will increase | 
its page rate from $2,225 to $2,-| 
400 with the issue of next Jan. 3. 
The circulation guarantee will be 
boosted from 300,000 to 320,000 
average net paid. Two-color ads 
will cost $3,000 per page as com-| 
pared with $2,785. Second and| 
third covers, in four colors, will! 
cost $3,600 and back covers will| 


ZE-STIK 


CRYSTAL CLEAR 


Self-Adhesive on 
TRANSPARENT ACETATE | 


After successful 3-month test by | 
American Express resulting in reorder, we 
announce EZE-STIK self-adhesive trans- 
parent acetate point-of-sale display with 
crystal clear adhesive covering entire 
back or front. 

ATTACHES in a jiffy to any smooth clean surface 
and adheres firmly indefinitely 

EFFECTIVE. Can be produced with clear ad- 
hesive on face side permitting attachment 
to inside of windows and doors. 

ALSO IDEAL for mirrors, refrigerator fronts, 
cash register, show cases, etc. 


Write for complete information and sample. 


EZE-STIK PRODUCTS CORP. 


Dept. Aa, 424 W. 33 Street, New York 1, N.Y. 
Chicage Office: 228 N. LeSalle St. 


factor. be $4,300. New cover rates are ef- 


fective Feb. 7. 


Cecil & Presbrey, 


and newspaper advertising. 


Phil Thompson to Kudner 


formerly with 
has joined the 


TV-radio commercial! staff of Kud- 


ner Agency, New York. 


Mosler Safe Co., New York, suc- 
ceeding his father, the late Ed- 
win H. Mosler Sr. Harry H. Lynn, 
executive v.p., has been named to 


the new position of board chair-| 


man. 


Bradley Heads Mazda Oil 


Robert J. Bradley, formerly in 
charge of petroleum economics for 
DeGolyer & MacNaughton, Dallas 
consulting engineer, has been 
named president and a director of 
Mazda Oil Corp., subsidiary of Na- 
tional Phoenix Industries, New 
York. 


You and other Midwest admen 
often have strong preferences 
on two populyr printing meth- 
ods: letterpress and offset. 

At Wagners both methods are 
available — staffed and 
equipped with experienced 
craftsmen and modern presses. [ 
The Wagner representatives 
shown here are unbiased. 
They can assist you with a 
complete printing service, 
either way. And where practi- 


order. 


Admen from Davenport to Cedar Rapids to Waterloo 


Fred Cumblad 
cal, a combination of both methods with added savings—under one 
“Printing Pointers” will tell you more about Wagners ideas, ideals, 


and service. Ask us to send it regularly to you. Write WAGNERS, 
Printers, Typographers, Lithographers; Davenport, Iowa. 


Ted Nelson 


REDBOOK* 


GUARANTEED 
CIRCULATION 


1,950,000 


COST PER 1,000 
6-TIME RATE—B&W PAGE 


‘2.75 


LIVING FOR YOUNG HOMEMAKERS 


350,000 


$6.29 


MADEMOISELLE 


500,000 


$5.40 


‘ — 


PARENTS’ 


1,400,000 


$4.06 


TODAY’S WOMAN 


1,100,000 


$2.98 


*REDBOOK delivers the most YOUNG ADULTS 


at the 
LOWEST 
COST 


Young Adults are 


vour No. I market 


around which does what to whom . . 


economical way of reaching and selling the most 


everything that affects Young Adults has boosted 
REDBOOK circulation to the 2-million mark. For 
advertisers, REDBOOK’s low cost per thousand — 
lower than any other magazine in the field—should 
be rich, red meat for thought. REDBOOK’s vital 


he AGE OR Not — media selection still centers 


much? REDBOOK is not the jet-propelled answer to 


every media problem—but it is the fast, sure and 


dynamic segment of American buying power — 
Young Adults 


Alert, cover-to-cover editorial focusing toward 


Young Adults will take care of the action! 


THE VITAL 


. and for how 


the 18-35 year age group. 


MARKET 
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Mrs. Smith's Inflated Bra Case Blows Up 


Hartrorp, Conn., Aug. 19—A 
superior court judge here has re- 
fused to issue an injunction which 
would have stopped production of 
inflatable brassieres at the La Re- 
sista Corset Co., Bridgeport, Conn. 

The order was sought by Mrs. 
Marie Smith, owner of the Anchor 
Rubber Co., Orange, Conn. Mrs 
Smith charged that the inflatable 
bra being made by La Resista is 
an invention of James R. Van 
Buren, one of her employes (AA, 
May 5) 

Judge William J. Shea of New 
Haven admitted that Mrs. Smith 
might have a legal point. However, 
he refused to issue the order she 
requested 


Remember 


WM. F. RUPERT 


Compiler ef NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 
RECENT 
BIRTH 


“I am satisfied from the evidence 
produced,” he ruled, “that tem- 
porary injunction ought not to be 
issued. An injunction ought not to 
be granted except for the preven- 
tion of serious and irreparable in- 
jury. It is never demandable as a 
matter of right.” 


@ Mrs. Smith said that her em- 
ploye had developed an inflatable 
tube with a self-closing valve at 
La Resista’s request. She charged 
that La Resista then failed to pay 
$16,000 compensation to Mr. Van 
Buren and had applied for patents 
on the invention. She asked $575,- 
000 damages, claiming the An- 
chor Rubber Co. had been denied 
an exclusive distributing contract. 
In reply, La Resista said the in- 
| flatable bra was perfected only 
after it suggested use of plastic 
|rather than rubber in the pneu- 
matic filling. It also contended 
that under the law any invention 
jis vested in the firm employing 
| the person to do the work. 


Coker’s Appoints Henderson 

Coker’s Pedigreed Seed Co., 
Hartsville, S. C., and Hunt Loom 
& Machine Works, Greenville, S. 
C., have named Henderson Ad- 
vertising, Greenville, to handle 
their advertising. Coker’s, which 
previously advertised direct, will 
use farm magazines in the South 
and Southwest as well as seed 
trade publications and direct mail. 
Hunt Loom is planning direct mail 
and textile journals. 


NARTB Issues Political Guide 


The National Assn. of Radio and 
Television Broadcasters has com- 
piled “A Political Broadcast Cate- 
chism,” which it has released to all 
its members. The guide is de- 
signed to aid radio and TV station 
managers during the election cam- 
paigns. It presents frequently re- 
— problems and their solu- 
ions. 


Opens Cleveland Ad Branch 


Modern Hospital Publishing Co., 
Chicago, has opened an advertis- 
ing office at 720 Euclid Ave., 
Cleveland. J. Stanley Elkjer is in 
charge of the office. 


ABC Adds Six Members 

Audit Bureau of Circulations has 
added three advertisers and three 
agencies to its membership. The 
advertisers are Crawford’s Rubber 
Bands, Anthony, Kan.; Dow Chem- 
ical of Canada Ltd., Toronto, and 
Trans-Canada Air Lines, Montreal. 
The agencies are Beaumont, Heller 
& Sperling, Reading, Pa.; Leo Bur- 
nett Co. of Canada, Toronto, and 
D’Arcy Advertising Co., New York. 


Hovde Appointed V. P. 

Howard T. Hovde, a member of 
the wholesale trade advisory coim- 
rhittee of the U. S. Department of 


Commerce and a past president of | 


the American Marketing Assn., has 


been-elected v.p. and consultant by | a 
New 


the Econometric Institute, 
York, a commercial organization 
which “measures economic forces” 
for businesses. 


Century Boat Names Lutz 


Robert R. Lutz, formerly public 
relations director for National 
Sales Executives Inc., has been 
appointed v.p. and sales director 
of Century Boat Co., Manistee, 
Mich. 


CACCKETT 
JOHNSON/ 


ni || 


aS ce 
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“Have you considered using Kimberly - Clark coated papers ?” 


"yw nee. U8. PAT. OPP. 


Kimberly-Clark Enamels and 


Coated Printing Papers add 


crisp freshness and sparkling new eye-appeal to reports, adver- 
tising pieces, brochures and house organs—often at remarkable 
savings in cost. Today — ask your buyer or printer to see new 
Hifect” Enamel, Trufect’, Lithofect* Offset Enamel and 
Multifect*— and compare them with the paper he ts now using. 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 
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Speakers Named for 
Boston Conference 
on Distribution 


Boston, Aug. 19—The 24th an- 
nual Boston Conference on Dis- 
tribution, a national forum for bus- 
iness executives, will be held at 
the Hotel Statler Oct. 20 and 21. 

Heading the list of speakers at 
the conference is Lowell B. Mason 
the so called “great dissenter” on 
the Federal Trade Commission. Mr. 
Mason will talk on “Equal Justice 
Under the Law.” 

Other speakers and their topics 

re: 
| George A. Sloan, chairman, U. S. 
| Council, International Chamber of 
Commerce, “Business Statesman- 
{ship in World Affairs’; T. V. 
| Houser, vice-chairman of the board 
| of Sears, Roebuck & Co., “Distribu- 
tion and the American Standard 
of Living”; Donald M. Hobart, v.p., 
Curtis Publishing Co., “Measuring 
Sales Potentials’; Richard Glenn 
Gettell, chief economist of Time 
Inc., “Distribution in a Free So- 
ciety”; Virginia Pope, fashion edi- 
tor of The New York Times, “De- 
mocracy of Fashion in America”; 
Fleur Cowles, associate editor of 
Look, “America’s Stake in the Dis- 
tribution of Ideas,” and Milton 
Brown, Harvard business school 
professor, “The Trend in Branch 
Stores.” 


8 A panel discussion on “Looking 
Ahead in Food Distribution and 
Our Standard of Living” will 
bring together Karl D. Butler, 
farm counselor, Avco Mfg. Corp.; 
Wesley Hardenbergh, president, 
| American Meat Institute; John C. 
| Huttar, president, Northeast Poul- 
|try Producers Assn., and Owen 
| Richards, president, American 
Dairy Assn. 

| Those wishing to attend the con- 
|ference should write to: Boston 
|Conference on Distribution, 80 
| Federal Street, Boston 10. Copies 
|of the proceedings will be avail- 
lable for $3.90 each. 


| 


| Standard Oil to Sponsor 
Football of 6 Universities 


Radio broadcasts of all regular 
season football games of the uni- 
versities of Colorado, lowa, Min- 
|nesota, Nebraska, Wichita and 
Wisconsin will be sponsored by 
a Oil Co. (Indiana) this 
| fall. 
| Colorado games will be broad- 
|;cast over KOA, Denver; Iowa 
games over WHO, Des Moines; 
Minnesota games, WCCO, Minne- 


apolis; Nebraska games, KFAB, 
Omaha; Wichita games, KWBB, 
Wichita, and Wisconsin games, 


WTMJ, Milwaukee. 


Saglio Heads Group’s PR 


Hugo T. Saglio, director of pub- 
lic relations at Hillyer College, 
| Hartford, will become publicist 
{for the Connecticut Development 
Commission, Hartford, on Sept. 1. 
He will succeed Gladwin K. Lusk, 
who has resigned to become public 
relations director for Old Stur- 
bridge Village, Mass. 


Promotes Daniel Connell 


Daniel F. Connell, v.p. of Mar- 
| ket Research Corp. of America 
(formerly Industrial Surveys Co.), 
|New York, has been appointed 
| manager of the company’s eastern 
client service operations. He joined 
the organization in 1938 shortly 
after the company was organized. 


Promotes William Campbell 


| William M. Campbell Jr. has 
been promoted to sales manager 
lof Lockport Felt Co., Newfane, 
N. Y. He has served as assistant 
sales manager since July, 1951, 
and has been a director since 1946. 


McDonald Joins Glenn Agency 


Orville L. McDonald, formerly 
account executive and manager of 
the Dallas office of Ross Roy Inc., 
has been named a v.p. of Glenn 
—— Fort Worth and Dal- 
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Twin-Brush Polisher 
Promoted by Regina 
in Eight Magazines 


Rauway, N.J., Aug. 22—Regina 
Corp. has doubled its advertising 
appropriation for its twin-brush 
polisher and will use color pages 
in American Home, Ebony, Family 


Circle, House Beautiful, Lije, Mc- | 


Call’s, Sunset Magazine and Wo- 
man’s Day between September and 
December. 

The ads will stress the versa- 
tility of the polisher, which can 
be used for serubbing, polishing 
and buffing all types of floors, and 
polishing and buffing table and 
desk tops, kitchen counters and 
brick and tile fireplace hearths. 

Regina 
counter giveaway booklet called 
“The Story of a Modern Cinder- 
ella,” and a new newspaper mat 


service for use in tying in with the | 


is offering retailers a} 


Marathon Promotes Brown 


G. Blaine Brown has been pro- 
moted to advertising manager of 
the chemical division of Marathon 
Corp., Rothschild, Wis. He joined 
the division in 1942 and shortly 
thereafter joined the Air Force. 
On his return from active service 
he obtained his B. S. in chemistry 
at the University of Michigan and, 
in 1946, rejoined Marathon on the 
|chemical research staff. He was 
later transferred to the sales de- 
partment as sales service super- 
visor. 


| Appoints Forrest Fickling 

| Forrest E. Fickling, formerly 
| with the Los Angeles Herald Ex- 
press and CBS Radio, has been 
named director of publicity of 
Western Advertising, Los Angeles. 


‘Poole Co. Names Sullivan 


| Daniel F. Sullivan Co., Boston, 
|has been appointed to direct ad- 


| vertising for J. R. Poole Co., Bos- | 


| ton broker. 


Cash Registers Ar Ringing inGreenBayWisconsin 


your shore of this 265 million dollar 
cow there for the taking! Besides being 
Wisconsin's 3rd largest retail-wholesale mark- 
et, Green Bay's diversified business, agricul- 
ture and industry make it among the most 
prosperous — a compact, independent market 
covered by one publication, the Press-Gazette! 


The GREEN BAY PRESS-GAZETTE goes home 
to 99% of City Zone Families—to 95% of 
homes in the Metropolitan Zone . . . and that’s 
the kind of saturation that'll make those regis- 
ters ring for you, tool 


Write, wire or phone for full facts today, from 
Phil McClosky, Manager, General Advertising 


national advertising, and store and 


window display material. 
Lewin, Williams & Saylor, New 
York, 


to the trade through business pa- 
per advertising and direct mail. 


Form Cincinnati Agency 

A new agency, Smithson, Wy- 
man & Withenbury, has been 
formed at the Enquirer Bldg., Cin- 
cinnati. 
pals are Allan M. 
Wyman, presi- 


Wyman; Russell 
N. Withenbury, 
executive v.p., 
previously an ac- 
count executive 
for Rowe & Wy- 
man, and Lloyd 


Allan Wyman 


charge of crea- 
tive planning, formerly a radio- 
TV producer and at one time pro- 
gram director of WKRC-TV, Cin- 
cinnati. 


Clifford Gill Names Stanley 


Jack Stanley, 
KLAC, Los Angeles, has been 
named account executive in charge 


of radio and television for Clif-| 


ford Gill Agency, Beverly Hills. 


Silton Gets Nepco Account 
Silton Bros., Boston, has been 

named to handle advertising for 

New England Provision Co., Bos- 


ton maker of Nepco prepared | 


meats. 


Does It Take 
PERSONAL 
DEMONSTRATION 
To Sell Your Product? 


Thousands upon 
thousands of expe- 


and saleswomen are 
ready to take your 
product into the 


and institution . . . 


to make sales by | 


personal demonstration. They will ring 
doorbells, knock on doors, make phone 
calle. ... 
have to offer. They will go to work 
at their own expense. They are looking 
for items and lines to sell .. . NOW! 


You can reach these sales-wise peo- 
ple, who are the backbone of the $7 


BILLION direct selling industry, 


through the columns of OPPORTU- | 


NITY Magazine . . 
Direct Selling spokesman. 

It costs nothing to learn whether | 
your product has direct selling possi- | 
bilities. If it has, we offer you the plan- 
ning, merchandising and copy services 
of OPPORTUNITY without obligation. 
Don’t lose another day’s sales .. . 
write today to Merchandising Director. 


OPPORTUNITY 
MAGAZINE 


Dept. A-133 
28 &. Jackson Bivd., Chicage 4, Illinois 


. for 28 years the | 


SS 


is handling the program, | 
which is now being merchandised | 


Princi-| 


dent of the new. 
agency, formerly | 
v.p. of Rowe & 


Smithson, v.p. in| 


formerly with! 


rienced salesmen. 


home, office, store | 


anything to sell what you | 


L: out sot 110 


of your prospects read 
THE DENVER POST ~ 


Daily 
Sunday 


Empire Magazine and 


comics 


A.B.C. Publisher's Statement 
September 30, 1951 


Here’s unique, single medium coverage of a major 
metropolitan market of 563,832 consumers. In addition, 
The Denver Post saturates its retail trading zone, blankets 
the State of Colorado, and penetrates the entire Rocky | 


Mountain Empire. 


CIRCULATION 


227,859 
357,324 


388,673 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


PALMER HOYT, EDITOR AND PUBLISHER 


¥, Regen & Schmitt, Inc. 
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Always on the alert, ADVERTISING AGE is constantly im- 
proving and broadening its editorial service to advertising 
and marketing management. 


Recent improvements: developing the fastest produc- 
tion facilities in the field to deliver Friday's “quitting time” 
news in time for Monday morning coffee; sacrificing pre- 
ferred advertising positions to clear pages 2 and 3 exclusively 
for late news; inaugurating a special weekly section of from 
3 to 6 solid pages to consolidate old and new features such as 
“The Creative Man's Corner”, “Salesense in Advertising”, 
“Mail Order and Direct Mail Clinic”, “Tips for Production 
Men", “Employe Communications”, “The Eye and Ear De- 
partment” and other regular and on-the-spot features; in- 
creasing the editorial content by 32% since 1950. 
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reader reaction 


+ 


Doesn't dare miss an issue 


“Reading Ad Age from cover to cover is a selfish matter 


with me .. .I have had experiences where missing one 


issue put me over the barrel.” 


JACK CORNELIUS 
Executive Vice-President 
B. B. D. & O., Minneapolis 


He's right! Ad Age is the chronicle of today’s advertising. 
not an historical archive. 


reader action 


What a medium! 


Recently a 2-line item in our “Getting Personal” column 
mentioned that a certain publisher’s representative was con- 
valescing from an illness. One week later the convalescent 
wired: “WHAT AN ADVERTISING MEDIUM! SINCE 
YOUR SHORT MENTION OF MY CONDITION, I HAVE 
RECEIVED TO DATE 96 LETTERS, 14 TELEGRAMS AND 
MANY OTHER EXPRESSIONS OF FRIENDSHIP. THANKS 
FOR EVERYTHING!” 


The people you know, as well as those you ought to know, 
are avid readers of Ad Age. 


circulation action 


249% Greater Growth 


How capably Ad Age. . . now having the largest U. S. cir- 
culation . . . serves advertising and marketing management 
is reflected in circulation gain-and-loss records of the 5 
general advertising publications. ABC figures for the last 
halves of 1947-1951 (the latter being latest available for 
comparison) shows total net paid gain of 3,845, which is 
249% greater than the net gain of all other 4 papers combined. 


ABC Circulation Gain and Loss Record 
(Last 6 Months 1947—Last 6 Months 1951) 


bn ee Tide ~ 121 
L Advertising Agency ~ aoa 
10.000 
Here’s action . . . an active circulation picture which further 


substantiates Ad Age’s editorial vitality. 
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: help pe A acvertiser reaction 


‘ 


' \ 
| Bowling balls, socks, and munpower! : Increasec concentration 


Fuller & Smith & Ross, Inc., needed eleven big men. . . ¥ When a mecium excels in gaining favorable reaction for 


account executives, TV producers, art directors, ete .. . and i advertisers, t!ere is another logical reaction . . . concentrate 
they went after them in a big way, with a full page in ip more in that inedium. And that’s what has happened, and is 
AD AGE. Some 200 men felt they met the stiff qualifications 3 still going on in the advertising press, where Ad Age has 3 
: set forth, and mailed in applications. p been the undisputed leader in linage for years. ; 
c “Some of them previded us with a real chuckle,” says FSR ‘ From 36.34% of the total linage carried by the 5 general <> 
: P vice-president, W. A. Wright, “the creative urge resulting in : advertising publications, further concentration by advertisers 7 
such attachments as an empty shirt-sleeve with a playing rs in Ad Age in the last 4 years has increased this to 43.08% 
card tucked within it; a duckpin ball from Abercrombie’s; a By of the total. Excluding classified, this represents a gain of 
baby’s sock with a hole in it, etc. I feel sure we will find 5 267,085 lines against a net loss of 649,775 for the other 4 
among these many of the people for whom we are looking, & papers. 
from which you can appreciate we are most satisfied with . 


Thus, it is clear that those who recognize media values 
best have been scrutinizing the field, and swinging steadily 


‘ to Ad Age . . . for action! 
For men seeking jobs and jobs seeking men, it pays to look . 
to Ad Age first . . . the leader in classified advertising. 


the results.” 


Major advertising media and services consistently recognize ADVERTISING AGE as 
the important place to reach the important people who are most important to them. 


. 3 | Linage pire for 1951 Linge pictre forthe las four year 
action * 1948 1949 woe, 
. oe 
More than 1,000 respondents P 
4 Mailing a coupon is one thing. Sitting down to study a media * 
story and then writing a short burst of copy sbout it is te, we 
another. Yet, when the Los Angeles Herald-Express ran two - “=. Printers’ ink 
junior spreads in Ad Age offering a cash prize for the best ote _|ales 
cartoon caption expressive of their media story, they got 1,051 rane Managemen! 
entries from Ad Age readers . . . a volume of response which bi a Tide 
would be exceptionally good from an expensive direct-mail oe © =F hdverising 
piece with equal distribution to a selected list. Read the |hgeacy 
Herald-Express letter below: = : i 
a <iaracard 2 CONGRESS 3. ots eee 5 And don’t forget that in Ad Age, with the lowest milline rate, 
Beas hears Se Gee Se ln ie your promotion dollars go farther, buying more space, more 


times and with more sales impressions delivered. 


HERALD we EXPRESS 


Onvee © HEARST FURL SHE® 


*...@6 were extremely pleased with the results 

of our two cartoon caption ads. The first ad drew 
515 response and the second ad drew 536 responses. 
Au especially gratifying result of these contest ads 


eas the extremely high level of those who responded 


by submitting captions. We did a quantitative study 

on the first month's ad and found that almost 

© percent who responded were from the advertising 
“gency ond sales fields. Of these the predominant 
majority came from managers, sales managers, promotion 
managers, account executives, copywriters 


snd others of the same high agency sales level.* 


(G2 J 


CARL R. HAMMONS 


os NE 


Ad Age is your most effective and ical means of com- 
munication with the important people who are most impor- 


par ; to important people 


200 E. ILLINOIS ST. * CHICAGO 11 
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This Week in Washington... 


Auto Makers Get Help from NPA 


_ By Stanley Cohen 
Washingten Editor 

Wasuincton, Aug. 21—National 
Production Authority has literally 
thrown away the rule book in an 
effort to help the automobile in- 
dustry fight its way out of the 
steel] shortage which has followed 
the recent strike 

In an effort to get steel distribu- 
tion back into balance, NPA has 
restricted most consumer indus- 
tries to about 80% of the carbon 
steel they were originally allotted 
for the fourth quarter of 1952. 

But the automobile industry has 
been authorized to use additional 


foreign steel and “conversion 
stee!,”’ without regard to its regu- 
lar allotment. 

Both these types of steel are! 


considerably more expensive than 
ordinary carbon steel and are not 
in general demand. So NPA thinks 
any foreign or conversion steel the 
auto industry uses will be a net 
gain for the economy. 

In appealing for special treat- 
ment, the auto industry warned 
that its inventories are exhausted, 


Of the 293,000 top ranking 
executives reached by 
The Rotarian, only 

32.5% 
are reached by the combined 
circulation of the other 
four leading executive 
publications. 


without a free hand it 
lose anywhere 


and that 
might eventually 
from 600,000 to 800,000 units of 
production. The industry pointed 
out that sales during the last 10 
days of July had already dropped 
to 76,800 cars—only about half the 
volume of the comparable period 
in June 

If all goes according to plan, the 
auto manufacturers will have good 
news for their dealers, however. 
The industry plans to make at 
least 5,000,000 cars next year. That 
compares with a likely 4,200,000 
this year, and is a long way back 


toward pre-Korea production) 


levels. 
+. ” e 

Radio and TV manufacturers got 
an unsolicited kick in the teeth 
from the Office of Price Stabiliza- 
tion. 

In the past, the industry oper- 
ated peacefully under a special 
regulation which authorized each 
manufacturer to fix uniform na- 
tional retail prices for his sets. 

But within the past few days 
OPS has revoked this authority, 
and instructed TV dealers to com- 
pute individual prices on every TV 
set they handle. 

As OPS sees it, TV manufactur- 
ers do not qualify for uniform pric- 
ing because the industry cannot 
show that it had uniform pricing 
in pre-freeze days. 

Though manufacturers went 
through the motion of announcing 
uniform prices, sets were not actu- 
ally sold at these prices, OPS said. 
Through price cutting and exorbi- 
tant trade-in allowances, individual 
dealers contented themselves with 
considerably less than the author- 
ized markup, OPS said. 


OPS says they have to get along 


on bargain-basement 
now, too. 


markups 


e e 7” 

Broadcasters and advertisers can 
anticipate more controversy over 
radio and TV programs for chil- 
dren. 

This continuing battle broke out 
anew this week with the distribu- 
tion here of a recent report by the 


National Assn. for Better Radio| 
and Television covering children’s | 


programs on seven Los Angeles 


TV stations during a week in May. | 


“Of 58 hours of programming,” 
Federal Communications Commis- 
sion Chairman Paul A. Walker 
notes, “the association found 39 
hours—or almost 70%—in the 
‘fair,’ ‘poor,’ ‘objectionable’ or 
‘most objectionable’ category.” 

Chairman Walker speaks many 
a kind word for the services com- 
mercial broadcasters render. But 
in recent weeks he has been an 
active evangelist for non-commer- 
cial educational TV, too. 

The Los Angeles study registered 
with him by pointing out the high 
percentage of children’s programs 
with a crime theme. Chairman 
Walker is particularly concerned 
| about juvenile delinquency. He has 
just read a report by Dr. Martha 


M. Eliot, chief of the children’s 
bureau of the Federal Security 
Agency, showing that 1,000,000 


children get into trouble with the 
law each year. 

“By 1960 there will be 50% more 
children between 10 and 17 than 
there were in 1950,” the report 
says. “Even if the proportion of 
juvenile offenses does not increase 
we can expect the number of chil- 
dren getting into trouble with the 
law to run around 1,500,000.” 

© e e 

For planning purposes, the Civil 
Aeronautics Authority is assuming 
that commercial airlines will be 
carrying 40,000,000 passengers an- 


BLUE ABE 


[4 


BON ACHIEVEMENT 


aS eae Ct 


ADVERTISING 


MEXICO and CUBA 


Coverage and listenership unmatched by any other station 


in the area. 


hat Achievement is being talked about by 
1 advertiser alike in reference to the 24-hour 


operation of KFAB, Operating 24 hours daily since June 


1951, KFAB has received orders from all 48 states, Alaska, 
Canada, Mexico and Cuba. Find out more about this bonus 
. wide coverage, low cost selling . . . 
‘AB representative will be 
. or just call Harry Burke, Gen- 


advertis 
“Achieve a 
glad to tell you more. . 
eral Manager. 


For the FIRST time KFAB's ‘overnight'’ period is open 
nationally 


for program sale. It's an 


and economically! 


THE SRVED 


t Station.” A KF 


MIDWEST-EMOIEE 5g 


BEST BY | 


on the 


to sell 


Hour Operation | 
Gives 


Bonus 


48 


| 
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Advertising Age, August 25, 1952 
ARB Multi-City TV Ratings 
July 7-13, 1952 


American Research Bureau 
Program 


? 
= 


Godfrey & Friends (Several sponsors, CBS) ... 
My Little Margie (Philip Morris, CBS) 

What's My Line? (Stopette, CBS) 
Godfrey's Talent Scouts (Lever-Lipton, CBS) . 
Best of Groucho (DeSoto-Plymouth, NBC) ..... 
TV Playhouse (Phiico-Goodyear, NBC) ..... 
Toast of the Town (Lincoln-Mercury, CBS) 
Boss Lady (P&G, NBC) 
Crime Syndicated (Several 
All-Star Ball Game (Gille 


Program 


— 
SORBIAWVEWNeE 


sponsors, CBS) 
tte, NBC) ‘a 


2 
» 
2 


Godfrey's Talent Scouts (Lever-Lipton, CBS) 
Godfrey & Friends (Several sponsors, CBS) 

What's My Line? (Stopette, CBS) 
My Little Margie (Philip Morris, CBS) nase 
Crime Syndicated (Several sponsors, CBS) ........... 006.5545. 
Best of Groucho (DeSoto-Plymouth, NBC) ©... 6.6... c cece eee e een e ne hh 
Toast of the Town (Lincoln-Mercury, CBS) 
Lux Video Theater (CBS) 
Midwestern Hayride (Sust., 
Lights Out (Pearson Pharm., NBC) ? 
This list incluaes only regularly scheduled programs and therefore excludes the Republican convention. 


Trendex TV Ratings 
Aug. 1-7, 1952: Ten 3-Channel Cities 


J 
SCORBINAMEWNHeE 


Godfrey & His Friends, Jerry Colonna Strike It Rich (Colgate, CBS) ........... 24.7 
subbing (Chesterfield, Toni, Pillsbury, | Fight of the Week (Pabst, CBS) .......... 23.2 
css) nbeeeacsaseenst<acese 34.3 Gangbusters (Chesterfield. CBS) .......... 21.4 

Racket Squad (Philip Morris, CBS) ...... 27.5 What's My Line (Stopette, CBS) ........ 20.9 

Talent Scouts, Joe E. Brown subbing Big Town ( 1. ees 19.9 
_ i Saree nse (Auto-Lite, CBS) ...... 18.9 

The Hunter (Camel, CBS) ............... 24.7 


nually by 1960. That’s about double 
the present load and according to 
CAA will require substantial ex- 
pansion of airport facilities at 
many key cities. 
* e © 

The Civil Aeronautics Board has} 
okayed a rate schedule which cuts | 
travel agent commissions on trans- | 
Atlantic tourist flights from the| Sackett Plans to Build TV 
standard 74%% to 6%. The Ameri- in Walla Walla, Medford, Ore. 
can Assn. of Travel Agents ob-| Sheldon F. Sackett, West Coast 
jected, but CAA said agents have publisher and radio station oper- 
to take the cut so that airlines can ator, plans to file application seek- 
test the possibilities of low-fare | rnb gee ———= pf oo ase. 
‘a sot ; P : watt v.h.f. television transmitter a 
air tourist service this winter. | Walla Walla, Wash. and a 500- 

e e e | watt v.h.f. station in Medford, Ore. 

The Securities & Exchange Com-| Both stations would telecast on 
mission has given final approval| Channel 4. Call letters sought are 
to a new regulation relaxing re-| KWTV rood Walla Walla and KMTV 
strictions on the marketing of cer- ie a a an 
tain “unregistered securities. Un-| Times, Coos Bay, Ore., and KOOS 
der the new rule, “Regulation A:|in Coos Bay, KROW in Oakland, 
General Exemption,” issuers are|Cal., and KVAN in Vancouver, 
permitted to advertise the availa-| Wash., has applications on file for 
bility of circulars describing the| TV stations in Oakland-San Fran- 
unregistered offerings. Form of the | cisco, Portland-Vancouver and 
newspaper ads is carefully out-| Coos Bay. He will head both new 
lined in the regulation. corporations as well. 


- e e 
The Commerce Department has 
invited a group of newspaper pub- 
lishers to inspect samples of news- 
print made from unconventional 


materials, such as bagasse. The 
study of “unconventional” materi- 
als is part of an investigation the 
department is conducting in an 
effort to help the House judiciary 
|committee discover ways and 
means of inducing the expansion 
of U. S. newsprint production. 


Eismans Names Kal, Ehrlich 
Eismans, Washington clothing 
department store, has appointed 
Kal, Ehrlich & Merrick, Washing- 
ton, to handle its advertising. 


IN 


STATES, ALASKA, CANADA 


/ 


sy 8ST + 2507) 193 Sty, 
“liyy, 
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FAB 


FULL 
0 P. COLOR 


Now available DAILY & SUNDAY 


The Sunday Courier-Express is 

New York State’s largest newspaper 
outside of Manhattan. 97% of its 
circulation is concentrated in the rich 
8-County Western New York Market. 


BUFFALO 
COURIER - EXPRESS 


Western New York’s only Morning and Sunday Newspaper 
REPRESENTATIVES: Scolaro, Meeker & Scott 
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lo your shumgect selling job iucThe Star. — 


Who gets the juiciest slice of Washington’s rich market? Advertisers who know it pays to concentrate the dominant 


proportion of their Washington lineage in The Star. The Star’s circulation is buying circulation — 80% 
home delivered to people who live well, eat well, dress well . . . people who make a regular habit of 
shopping The Star before they buy! How do advertisers evaluate this habit? In our 4-paper city, 
The Star carried 44.3% of all grocery lineage in the first six months of this year. For AA Grade sales, 


in Washington, D. C. — you need a dominant schedule in the dominant Star. 


1852 A Century of Leadership 1952 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
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Never Underestimate the Power of a Woman! 
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Every month since June 1940, more women have bought the 


Journal — through newsstand purchases and subscriptions —than any 


other magazine carrying advertising bar none! Ladies’ Home JOURNAL 
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Don't Sell So Hard that You 
Forget to Be Friendly 


By James D. Woolf, 
Advertising Consultant 

At a luncheon the other day a sales 
manager friend of mine, an old hand in 
the business of selling goods, expounded 
at some length on certain of his views 
concerning advertising. He spoke not as 
an advertiser, which he 
has been for many 
years, but as an aver- 
age, everyday purchas- 
er of consumer mer- 
chandise. 

This man in no way 
disagrees with those 
members of our broth- 
erhood who uphold the 
notion that “advertis- 
ing is salesmanship in 
print.” But he does disagree with the 
contention that salesmanship in adver- 
tising is necessarily and immutably a 
factually incontrovertible presentation of 
“data” (his word) about the product. He 
takes issue with the argument that a 
sales presentation in copy, if it is to be 
effective, must in every case and at all 
costs belay and belabor the reader or lis- 
tener with an imposing array of reason- 
why selling points. 


James D. Woolf 


@ This sales manager maintains that it is 
often possible to achieve a strong brand 
preference for a product merely by cre- 
ating a friendly consumer feeling. In 
many instances, he says, the advertiser 
will have done a good job for himself 
when he has somehow persuaded con- 
sumers that he is a nice, friendly, gener- 
ous fellow. 

“Take beer, for example,” continued my 
friend. “I listen every night to Ed Mur- 
row’s newscast, which is sponsored by 
Hamm’s beer. I am a great Murrow fan, 
but I turn a deaf ear to the commercials 
concerning ‘The Land of Skyblue 
Waters.’ It is my personal belief, you 
see, that all the better beers are about 
alike—and if you don’t believe me, 
try a blindfold test. But I notice lately 
that I have been asking for Hamm's 
when I order beer. Is that because I have 
been convinced by an array of reason-why 
selling points that Hamm’s is the one-and- 
only? I do not think so. I believe the rea- 
son is that I am grateful to Hamm’s for 
giving me, free, the news by my favorite 
radio reporter. In short, I have a friendly 
feeling for Hamm’s, and I find myself or- 
dering it out of appreciation for the pro- 
gram. Sort of a way of saying ‘Thank 
you.’” 


es “Or take Arthur Godfrey,” my friend 
went on. “I rarely listen to him in the 
morning, but my wife thinks he is per- 
fectly wonderful. I have noticed that she 
doesn’t pay the slightest attention to the 
commercials, but I’ve observed recently 
that she has been buying severai Godfrey- 
sponsored products. When I ask her why, 
she explains, maybe a little sheepishly, 
that the only way she can show Arthur 
how much she enjoys him is to buy the 
products he recommends.” 

“What you are saying,” I said, “is that 


“Os 


what you call a ‘friendly feeling’ is some- 
times nearly all the salesmanship a prod- 
uct needs.” 

“Well,” he replied, “that may be putting 
it a little too strongly, but that’s just about 
it. Especially is this true, I think, when 
the product is one of relatively small con- 
sequence—a soft drink or a candy bar, for 
example, or any of the scores of more or 
less staple food items that are advertised 
so heavily.” 


s “By the same token then,” I said, “isn’t 
advertising that creates an unfriendly 
feeling, even in a very minor way, liable 
to be ineffective and even harmful to 
sales?” 

“I am inclined to think so,” he said. 
“For instance, most advertising of cigarets 
irritates me so much that, believe it or 
not, I have quit the things entirely. And 
I have a doctor friend, a prominent spe- 
cialist, who is so annoyed over Camel’s 
doctor campaign that he goes out of his 
way to advise his patients not to smoke 
this brand. I freely admit that the doc and 
I are perhaps too touchy on the cupidity 
and cynicism of the cigaret money-grub- 
bers. But even though we belong to the 
minority party, it isn’t good for advertis- 
ing. Be that as it may, I don’t see how 
anybody, touchy or not, can feel friendly 
over the way the cigaret campaigns in- 
sult his good sense.” 

I had never thought much about a 
carefully cultivated friendly feeling being 
an effective form of salesmanship in 
print. There is no denying, however, that 
there is food for thought in this sales 
manager’s comments. Nobody in this 
business has greater faith than I in strong 
and persuasive reason-why copy, but I 
think it is entirely possible that such copy 
can be so excessively aggressive, so clam- 
orous, and so implausible that the reader 
or listener will not be warmed with the 
faintest glow of friendly feeling. More 
than once I have seen a family laugh with 
ridicule at some of the imbecilic commer- 
cials that we see on television screens to- 
day. 


@ At the conclusion of our luncheon the 
other day, I fell to thinking about cam- 
paigns of advertising that have been con- 
tinuously successful over the years. I have 
mentioned nearly all of them in this col- 
umn at one time or another; hence I shall 
point again to only two distinguished ex- 
amples—the advertising of Coca-Cola and 
Campbell’s soups, both of them products 
that are leaders in their respective fields. 
Both have been campaigns of “gentility,” 
refined in manner, pitched in a low key, 
credible in their promises, pleasant and 
courteous and friendly. I wonder if the 
word I am reaching for is ““well-bred?” 

I am still an ardent disciple of sales- 
manship in print through the medium of 
expertly-written, reason-why copy. But 
it is easily possible, I believe, to acquire 
the bad habit of being too ardent. I find 
that I must constantly apply the brakes 
lest I am too importunate, too aggressive, 
too emphatic and too careless with the 
literal truth. 


Certainly there is more than a little 
‘ruth in the views expressed by my sales 
anager expositor. Ability to create a 
friendly feeling for a product and its 


The Eye and Ear Department... 


The ‘Friendly Touch’ in Selling 


Betty Furness Gets a Kudo 
C.M. Looks for Pioneers 


How to Reach the Women 


maker is surely a valuable ingredient in 
any recipe for salesmanship in print, and 
just as truly any ingredient that creates 
an unfriendly feeling is lethal. 


Kronkite Lands a Soft Job 


Without enlightenment from any ad- 
vance publicity, the average TV viewer 
might have tuned in “Pick the Winner” 
(CBS-TV, Thursday nights, 9 to 9:30) as 
a highly welcome electronic substitute 
for the banned daily racing form. Ready 
with pencil and paper to jot down some 
red-hot tips, he would have been disap- 
pointed—for “Pick the Winner” has 
nothing to do with Hialeah but with the 
big national sweepstakes scheduled for 
this coming November. 

Theme of “Pick the Winner” is “the 
shape of the campaign’—which, on the 
opening night of the program, Thursday, 
Aug. 14, still was pretty formless. Walter 
Kronkite acts as chairman, and his first 
two guests were Gov. Sherman Adams of 
New Hampshire and Sen. A. S. “Mike” 
Monroney of Oklahoma. 

The program offers Kronkite one of the 
softest jobs in TV for——aside from open- 
ing the half hour “debate” and closing it 


and interrupting it twice for a commer- 
cial from Betty Furness—his only activity 
is to sit in silence, like a spectator at a 
tennis match at Forest Hills, and watch as 
the two political guests indulge in polite 
innuendos about the faults of each other’s 
party. 


® In fact, one of the great faults of the 
program—at least on its opening nights 
the impossibility of its arriving at any adi- 
mitted conclusion. The Democratic ex- 
ponent admits nothing and neither d@es 
the exponent of the G.O.P. Monroney, for 
example, asked Adams what Eisenhower 
intends to do about the Taft section of the 
Republican Party. Adams asked Md@h- 
roney what Stevenson intends to do ab@ut 
the Truman wing, and the Southern wi 

It seems to this reviewer that it would 
prove more interesting to hear what the 
average citizen thinks of the issues d 
the candidates involved—or the ans 


Co., New York. Try them—then 


What's the figure for towns under 
84%__, (b) 61%__, (c) 38% 
72. What monthly magazine carried 


ing__, (c) Mademoiselle 


Market Merchandising.) What was 
(b) 2 billion__, (c) 4 billion 


(a) 250,000.., (b) 750,000__, 
(e) None of these is close 


(b) 29 million, (c) 44 million 
these are even close_ 


77. What's the biggest department (in 
Drug Store Customers)? 


scriptions__, (d) Toiletries 


1% tol 
close_ 


, (ec) ltol 


were 63 TV stations on 


of averages? (a) 600 lines 
2,400 lines 
is most nearly (a) 500 million _, 
(d) 25 billion 


The Market Research Question Box 


This is the eighth set of questions and answers for admen, 
prepared by E. L. Deckinger, director of research, the Biow 


71. 61% of our homes in the 12 largest metropolitan areas are mortgaged. 


pages in the first quarter of 1952? (a) Esquire 
, (d) Fortune 
73. In 1951, Supermarket volume is estimated at 12.4 billion dollars (Super 


, (d) 8 billion 
74. What's the bed-capacity of all of America’s hospitals combined (about) ? 


75. About how many taxpayers were there in 1951? (a) 


. (e) None of these is even close 


Answers to Questions on Page 50 


check the answers on Page 50. 


50,000 and for rural non-farm? (a) 


, (d) 15%, (e) None of these 


the largest number of advertising 
, (b) Good Housekeep- 
, (e) None of these 


it in 1940 (about)? (a) 1 billion, 
, (e) None of these 

(c) 1,500,000__, (d) 2,250,000, 
14 million, 


, (d) 56% million _, (e) None of 


76. The ratio of consumer expenditures for beer to that for all other 
alcoholic beverages combined, runs about (a) 1 to 1 
(c) 1 to 4.__, (d) 1 to 8__, (e) None of these is even close 


, (b) lto2_, 


terms of dollar volume) in the aver- 


age independent drug store (according to the Curtis Survey of 327,340 
(a) Tobacco, (b) 
, (e) None of these 
78. As of March, 1952, the ratio of half- 

to half-hour full network radio time cost was about (a) 2 to 1 
, (d) 1 to1% 


Fountain, (c) Pre- 
hour full network television time cost 
, (b) 
, (e) None of these is even 


Caution - Remember this is time only, not including talent; also, there 


a full “network.” There were 194 


radio stations on CBS and 186 on NBC. 
79. According to Starch Continuing Studies, which of the following ad 
sizes would be more likely to get more noters per dollar in the long-run 
. (b) 1,000 lines 
, (e) All about the same 
80. The number of bottles of soft drinks consumed in a year in the U.S. 


, (c) 1,500 lines, (d) 


(b) 2 billion, (c) 7% billion _, 


gl 
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Adams and Monroney might have given 
to searching questions put to each by 
Kronkite. 

Such a program inevitably invites com- 
parison with “Meet the Press”—which is 
not a political debate but a searching 
analysis, made by particularly qualified 
people, of politicians, their political be- 
liefs and political records. “Pick the Win- 
ner” lacks the illumination of issues, the 
taking apart of personalities, of “Meet the 
Press.” 

It is sponsored by Westinghouse “to 
awaken in every American an interest in 
the issues that will compel him to vote in 
November.” This is a noble aim, but the 


Employe Communications... 


shape of the program leads one to wonder 
if it is powerful enough to carry to the 
bullseye. 

The commercials are excellent—cover- 
ing in detail the various features of West- 
inghouse products, what they are and 
what they do for owners. Betty Furness 
delivers them with all the interest and 
enthusiasm of a young housewife. In fact, 
they sound much more real and advan- 
tageous than features of competitive prod- 
ucts delivered by an obviously profes- 
sional male announcer. It is entirely pos- 
sible that if Miss Furness sat in Mr. 
Kronkite’s place, the program might prove 
as illuminating as the commercials. 


Reaching the Women in the Family 


By Robert Newcomb and Marg Sammons 


The women’s page—or family page—in 
a company publication for employes is 
nothing new. Over the years male editors 
of such journals, straining under the man- 
agerial suggestion that an employe publi- 
cation should appeal to all groups, have 
groped for material of interest to women 
readers. They have coaxed suggestions 
from their wives and from other office 
females with editorial ideas. 
In the past few years, manufacturers of 
roducts and services for women have 
“en inching into the company publica- 
tion market, figuring that a basic reader- 
ip running into the tens of millions 
ouldn’t be snubbed. As a result, editors 
employe publications today are being 
undated with handouts reportedly cus- 
m-built for their readers. Most of them, 
course, aren't custom-built at all—they 
e whipped up by people who evidently 
ve no knowledge or appreciation of a 
orking man’s life in a factory town, and 
particular respect for the limitations 
his income. One such handout, which 
ossed our desk recently on its swift 
urney to the waste basket, implied 
at a shop worker's wife had $180 to 
vest in a simple dress. 


Once in a while this department comes 
ross a service for women readers of an 
nploye paper that has some basic ele- 
ments of horse sense. It is geared, in the 

st place, for women who make their 
i clothes, In addition, it is designed to 


appeal to those women who, without a 
whole lot of money to spend, still want 
to make the finished product look as 
though it cost more than it did. 

This service suggests that the woman 
who makes her own clothes can send the 
pocket, sleeve, collar or whatever part of 
the dress is to carry the trimming, in to 
a professional, and have it decorated for 
something well under $10. The metal 
beading, rhinestones and pearls which 
the decorator uses can be applied to any 
type of material. A picture-and-text fea- 
ture is available to employe publications 
—without charge. Just to make sure, we 
checked the feature with 20-odd women 
in factory jobs, and housewives with an 
eye to economy. The reaction was the 
same: This is the sort of thing they want 
to know about. 


8 If more editors would check to find the 
unusual for the women’s page, instead of 
using canned stuff any woman can find 
in any newspaper, they would build a 
greater interest in the publication and a 
more appreciative family readership. Wo- 
men who work in plants, and the wives 
of men who work in plants, don’t have 
money to throw away. But that has noth- 
ing to do with their insistence upon look- 
ing well. 

If, as an industrial editor, you would 
like an attention-getter at the family level, 
look into this women’s page feature—the 
service is Renoir Creations, located at 
Room 528, 333 N. Michigan Ave., Chicago. 


Mail Order and Direct Mail Clinic... 


Tips on Effective Letters 


By Whitt Northmore Schultz 

While looking through some of my late 
father’s “how-to-get-more-sales” books 
the other day, I came across a small, 46- 
page booklet written by Adman Davison. 
The title is “The Ten Secrets of a Suc- 
cessful Letter.” 

This book packs a punch. It makes good 
mail order salesense to me. I'd like to 
page through it with you today. 

“|. Writing a letter is simply painting 
a picture in the other fellow’s mind,” 
writes Davison. 

How true that is! And, if the picture is 
clear, and in sharp focus, attention is won; 
action generated; and positive results fol- 
low. 

Here are some highlights from Davi- 
son's sprightly-written booklet. Here are 
the elements of a successful letter: 


@ 1. In your letters, aim at self interest. 
That's a quick way to reach any human 
being. And, eliminate “I's.” Put in “You's.” 

2. Open your letters in a friendly fash- 
ion. “Talk business with a smile,” Davison 
teaches. 

3. Tell as much as you can in the first 
few lines of your letters. 

Land on your subject quickly. “Better 


to walk right up and have it out. Say 
what you've come to talk about,” Davison 
urges. 

4. Write your letters as you'd talk 
them. “Simple words, plain talk, open 
meanings, short sentences, are things that 
make a good letter,” according to Davison. 


#5. Make your letters have a definite 
aim. “Center your letter and his mind on 
one thing,” Davison cautions. 

6. “Don’t paint the defects of others. 
Paint the glories of yours.” That’s what 
Davison writes, adding: “Stick to the 
story of your own article.” 

7. Spotlight your product’s benefits to 
your prospects. Create a desire. Make 
him want to buy what you're selling. 

8. Tell your story straight. “Truth is 
your best pal. It never yet wrote a bad 
letter,” writes Davison. 

9. Keep your letters brief. “Go over 
your letters as if they were telegrams you 
were trying to save money on,” Davison 
says. 


8 10. When closing, subtly but surely ask 
your prospect to do what you want him 
to do. “Show him a mental movie of him- 
self doing it. Then ask him to do it,” 
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The Creative Man’‘s Corner... 


Where's the Pioneering Spirit? 


We found this Rheingold ad not only a superb attention-getter but a very 
discreet commentary on an aspect of our age that has disturbed us more than 
even Russia or the atom bomb. 

Over the years, and particularly with the growth of scientific analysis, 
we have become increasingly aware of a marked decline in the adventurous, 
pioneering spirit of blazing new trails. There was a time when rugged, 
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individualistic men intentionally set out to do things differently. Despite the 
widespread success of the horse and carriage, they staked their life and 
fortune on the development of a horseless carriage. Notwithstanding the 
established demand for the Welsbach mantle, they worked at inventing an 
electric light. And in the face of countless ads containing a picture of the 
factory or the founder, they built the pretty girl school of advertising. 

Then scientific analysis—research—entered the picture and originality hit 
the skids. Now, untalented people, aided by science, could assay the ingredi- 
ents others had used to build successfully—and go and do likewise. At one 
time this would have been called cheating. Today it is labeled smart business 
—or advertising— strategy. Bécause one agency rode to a startling success on 
the readership study, countless others tried to hitch a ride on the same wagon. 
The great drawback to this method of hitching a free ride is that you don’t 
always land in the driver’s seat. If, of course, you're satisfied with a tailboard 
position, all wel] and good. But there are other wagons, autos and even 
jet planes. 

We print the Cadillac and Chrysler imperial ads in conjunction with the 
Rheingold ad not because we wish to be caustic but because we—and a lot 
of people we have talked to on the subject—consider the Chrysler ads a 
notable case in point. Chrysler now sports a V on its hood and tailboard. It 
features precious objects in its ads. At last report, Cadillac had 92,000 unfilled 
orders. We wonder how many Chrysler has for the Imperial. As Rheingold 
with Solomon-like wisdom points out in its first sentence of copy, “This 
symbol alone doesn’t make a famous motor car.” 

In our humble opinion, the findings of scientific analysis—no matter how 
accurate and precise—will always be a step or two behind genuine inspiration 
and originality. The illusion in research is that, in guarding against total 
failure, it can at the same time assure total success. The resulting imitation 
is not only the sincerest form of flattery, but it is flattery that can only react 
to the benefit of the person, the product, or the company flattered. 

In fact, Rheingold itself is outstanding proof of this fact. Other beers have 
claimed “less N. F. S.,” but Rheingold is still New York City’s largest selling 
berr. 
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Davison writes. 

There’s a lot more in this power-packed 
little booklet. 

If column readers—including this writ- 
er—would consistently follow Adman 
Davison’s recommendations for success- 


ful letter writing, the sales letters we 
write would command attention and stir 
up action instead of taking the well-trav- 
eled route to the wastebasket—the desti- 
nation of far too many sales letters in this 
important “sell again era” we’re in. 
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Modern Romances leads all magazines in revenue increase on 
grocery store products advertising—with a giant jump 


of 43% for the 1st half of 52 over ’51. 


Modern Romances delivers the most concentrated market of 
young homemakers available... median age 23, 75% married... 
and young Modern Romances families spend 36% more on 


food than the average family! 


These young, newly-formed families need to buy—and more and 
more leading advertisers sell them first, and keep them sold, 


through Modern Romances. 


Ah . %) 
Aims modern romances 
America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N. Y. 
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The Lasker Story... As He Told It 


VIII 
Volume Moves Up, But There’s a Void to Fill 


Last week the “Lasker Story” told how the Kennedy philosophy worked 
so well that business boomed and Mr. Lasker induced Mr. Thomas to move 
some files and hire nine young newspaper men as copy trainees. In this 
instalment Mr. Lasker gives some figures on advertising volume, and then 
tells how. when Kennedy left, an encounter with Cyrus H. K. Curtis, the 


publisher, pointed the way to his successor 
Next week: Lasker finds that the man he’s looking for has also been 
working for Dr. Shoop, as well as for a marvelous nostrum Known as 


Liquozone 
hire Claude Hopkins 
on where Kennedy left off. 


Well—when I stop to think of the work 
we did—because had we then had the 
organization we have today I don’t think 
there is a doubt we would have been do- 
ing $100,000,000 or $200,000,000 worth of 
business, I think we would have been do- 
ing more business than the whole adver- 
tising field probably is doing at this time. 

[Editor’s note: The reader should bear 
in mind that all references to “now” or 
“at this time” refer to the time when Mr. 
Lasker made the talk to his fellow work- 
ers which is detailed in these instalments. 

he time was April, 1925.] 

We got so many wonderful prospects— 

any of whom we immediately started to 

1l—because we were like children who 

d gone to the great Professor Michael- 

1 and taken the most advanced lessons 

mathematics. When it came to the ap- 

ication of them and the professor wasn’t 
sre, we had to put our own interpreta- 

n on it, because there is so much we 

Idn’t have learned 


remember one case. Landers, Frary & 
rk wrote us and we thought we had to 
rk up a reason-why. We so misunder- 
id the basic concept that we thought 
on-why meant a lot of words, until 
mnedy explained to me one day that 
am of Wheat was the greatest reason- 
y that was ever written. We thought 
had to put a lot of words in, Landers, 
ry & Clark made cutlery, so we worked 
the molecular theory—-why the mole- 
es didn't move and therefore the knives 
aie forks remained in a good condition 
f@ a long time. Absolutely! 
3ut gradually out of this came men who 
studied Kennedy's work and then the 
wonderful work of John Powers and 
Manly Gillam [both previously referred 


to as greater copywriters] began meaning 


something to others and our business 
grew very fast. I have a book here, “Al- 
truism in Advertising.” I think it is in 
there, published by us in 1911, just six 
years after 1 first met Kennedy 


@ Now, in 1902 our volume had reached 
$1,995,976. I want to say the year that I 
came with Lord & Thomas, four years be- 
fore, in 1898, our volume had been a little 
over $900,000. But with just a little under- 
standing of news in copy (as I got busi- 
ness it helped the others to get business) 
had brought us forward and we had 
doubled our busines though they had 
been in business for 30 years before that 
In 1903 Lord & Thomas’ volume reached 
$2,451,000. In 1906 it was $3,196,000. In 
1910 it became $6,172,354, and last year, 
1924, our volume was a little bit under 
$14,000,000. You can see that we by no 
means kept pace with the early progress 
we made 

Now, |! want in this talk to trace that 
step by step for you; but you see that we 
had the start, because no one did a busi- 
ness like that. And these were true fig- 
ures. Our growth was so wonderful-—you 
have to take it in percentages, vou see 
because we began educating men who 
understood advertising and understood 
copy. 

{It is interesting to compare these fig- 
ures on volume with those given for N. W 


But a “Collier's” crusade against patent medicines helps him 
“the most famous copywriter of all time” 


to carry 


Ayer & Son in “The History of an Ad- 
vertising Agency,” by Ralph M. Hower. 
In 1898, when Lasker joined the company, 
Lord & Thomas volume was $900,000, and 
Ayer did almost twice as much—$1,579,- 
000. In 1902, even though L&T volume had 
grown spectacularly to $1,995,000, Ayer 
was still out in front with $2,159,000. The 
same relative position held true in 1903 
(L&T $2,451,000, Ayer $4,107,000), and in 
1906 (L&T $3,196,000, Ayer $4,281,000). 
But in 1910 L&T’s volume had climbed 
to $6,172,354, while Ayer’s was $5,464,000. 
In 1924, the two were apparently running 
neck and neck—L&T’s “a little bit under 
$14,000,000,” and Ayer’s at $13,715,000. ] 


s Well, Kennedy quit in 1907. [Kennedy 
actually left late in 1906 to become a 
principal in Ethridge-Kennedy Co., New 
York.] In 1911 he came back with us for 
a little while in our then New York of- 
fice, and he was then and is to this day 
my very good friend and I was and am 
to this day his very great debtor. The 
history of advertising could never be writ- 
ten without first place in it being given 
to John E. Kennedy, for every copywriter 
and every advertiser throughout the 
length and breadth of this land is today 
being guided by the principles he laid 
down. 

It was our good fortune that he came 
to us to use us as the instrument through 
which to make known his principles to 
the world. But we also, in turn, feeling 
we should benefit thereby, are entitled to 
be given the credit, just as they have to 
give the credit to Queen Isabella and King 
Ferdinand for sending Columbus on his 
trip, though I understand that he was 
sent by a lady of Rome who liked him 
very much. 

Kennedy left in 1907 and I felt the 
need of a guiding hand. He had brought 
me up to a certain height and then every- 
thing, all of the props, were removed, be- 
cause when I got as far as Kennedy taught 
us, we couldn’t go any further. 


s Well, it happened about a year later, I 
was on a train and opposite me sat Mr. 
Cyrus H. K. Curtis. I didn’t see him at 
first, because he was reading. He set 
down his paper, we recognized each other 
and exchanged greetings, and he said to 
me, “Lasker, I am just about to order a 
bottle of beer as a result of an advertise- 
ment that I read, and you ought to go and 
get the man who wrote that advertisement 
for your advertising business.” 

Cyrus H. K. Curtis in that day, as in 
this, was a great judge of advertising, 
had a great fundamental knowledge of it 
and a great belief in it. He showed me 
the advertisement. It was an advertise- 
ment of the Schlitz Brewery, an adver- 
tisement with very few words in it, very 
few. By that time I had learned that 
reason-why wasn’t words any more than 
the Gettysburg Address was words, or 
the Lord’s Prayer or the Ten Command- 
ments. It was what you said that counted. 
great philosophical book 
takes 50 volumes and changes the world’s 
course, and sometimes the Ten Command- 
ments are told on one tablet of stone and 
change it equally much. It is what you 
have to say. 


Sometimes a 


[Cyrus H. K. Curtis (1850-1933) was the 
founder of the Curtis Publishing Co. The 
incident is especially interesting because 
no Curtis publication accepted alcoholic 
beverage advertising until the recent 
establishment of Holiday. The Saturday 
Evening Post and Ladies’ Home Journal 
still do not accept such advertising. ] 


8 So I looked at this advertisement, and, 
as I remember the advertisement, it said, 
“We clean all our bottles out with live 
steam and thus there can be no fermenta- 
tion of Schlitz Beer. Always pure.” Only 
it was very euphoniously worded and in 
repeating it I lack that expression. 

Well, that appealed to me, by golly— 
beer that wouldn’t ferment. I didn’t stop 
to think that I had never heard of beer 
fermenting, and, as I review it, you know 
today is the first time that it ever oc- 
curred to me that I had ever heard of beer 
fermenting. But when the writer put the 
thought in that the bottles were cleaned in 
live steam, that was interesting. And the 
answer was that under that campaign 
within three years Schlitz came from 
about third place to where it passed An- 
heuser-Busch, one of our clients, for first 
place. 

It just so happened that at that time 
we had a client, Frank Van Camp of the 
Van Camp Packing Co. Kennedy had 
never done any advertising for him, you 
see, because I had only been using Ken- 
nedy really on mail order things to teach 
me. But I had been talking to Van Camp 
about this new conception of advertising 
and been trying to get him to get rid of 
Lena and Ludwig [the Van Camp ad 
characters] and come to reason-why copy. 
He was spending, and at that time he was 
one of the best known advertisers in 
America, about $40,000 a year, and he had 
said to me, “If you can find me a man 
whom you can vouch for, I will back your 
ideas with $200,000 a year.” 


@ Well, that was just like getting a million 
a year today; it was harder to get $200,- 
000 a year at that time. And that year 
when we did $6,000,000 volume I want 
you men to know, in 1910, that is more 
than if we did $20,000,000 today, because 
advertising must have multiplied three 
times in the last 15 years. We have not 
kept pace with the growth; and that is 
why—that is the purpose for—this meet- 
ing: to unfold why I believe we are ready 
for the renaissance. 

I don’t want to wear you out, gentle- 
men, but it is all going to lead right up 
when I am through to the advertisement 
that appeared this week in Printers’ Ink. 
I want to trace the history of that adver- 
tisement right step by step; step by step I 
want to progress right from the first day 
I came to this house to why that ad- 
vertisement. 
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Poor Beer zs. Pure Beer 


Both cost you alike, yet one costs the maker 
twice as much as the other. One is good, 
and good for you; the other is harmful. 
Let us tell you where the difference lies. 


PURE BEER 


ery tor the owners 
When few people who driok i keow And the sae of proves (he evestua 
even (he came of the maker woccems of 


Schlitz is a pure beer, famous for fifty years. 
To maintain its standard, we double the neces- 
sary cost of our brewing. Don't you prefer a pure 
beer, a good beer, a healthful beer, when it costs 
no more than the common? 
Ase tor (be brewery bottling 


SCHLITZ SELLING—One of the full-page ads 

in a campaign for Schlitz which ran for 

several years. It was presumably this 

kind of copy which attracted the atten- 

tion of Cyrus Curtis and Albert Lasker to 

the copywriting abilities of Claude C. 
Hopkins. 


Well, it just happened when Mr. Curtis 
was speaking to me that I was looking for 
a man. I had the remnants of these nine 
copywriters. By that time our business 
was increasing nicely and we were out- 
standing. But we were a disappointment 
to most people, because we knew the 
principles but we didn’t know the appli- 
cation, and the moment I would get a man 
trained so he did know it, say that I was 
paying this fellow $4,000 a year; he 
wouldn't say a word to me but somebody 
would hire him away at $15,000 a year. 


s All our competitors, every one of them, 
had to learn this from us; there was no 
other place to learn it, and I had a tre- 
mendous turnover in men, and our very 
strength was our Samson’s locks. We 
couldn’t make progress easily because of 
that. And if we got a man who was a 
good salesman and if he learned the trick, 
he went into business, because he had 
“capital.” He could go in almost anywhere 
and say, “I am a Lord & Thomas trained 
man,” anywhere in the West, and he 
would get business. 

And all advertising changed. If you 
will look from those days of catch phrases 
and keeping everlastingly at it, down to 
the simple principles of salesmanship in 
print and reason-why, you will see what 
I mean. True, there have been evolutions 
that have helped a lot, evolutions which 
I resisted, which I don’t think today I was 
so right in resisting, and I will cover that. 
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America’s grocery volume is wheeled. 


75. (ce) 


the middle 

77. tc) 
study in 106 outlets, is: 
ous 8; Total 100% 


evening time, was 


Rad'‘o 
TV 


600 lines - 
per dollar; 2,400 lines - 


Answers to Questions on Page 47 


71. (‘c) Figure for all cities over 50,000 (outside of the 12 largest metropolitan areas) is 
49%. Source is the 1950 Federal Reserve Board Survey of Consumer Finances. 

72. (d). Figures were: Vogue excluded as being some times semi-monthly. Vogue ‘semi- 
monthly in Feb. & March) 398; Fortune 351; Good Housekeeping 320; Mademoiselle 268; 
Esquire 160. Also right in there pitching were Harper's Bazaar—339, and Better Homes 


73. (b). There were then estimated to be about 6,200 supers, in which America’s shoppers 
carted 24% of all grocery store volume. In today’s 15,400 supers, an estimated 42% of 


74. (c). According to the American Medical Association, 1,456,912 of us could be bedded 
down in America’s 6,430 hospitals without doubling up 

According to U.S. News & World Report, issue of March 14, 1952, there were 
44.3 million lttle envelopes (representing 30% of the population) supposed to be in 
the mail to the Federal Bureau of Internal Revenue on March 31, 1951. That's the 
largest number on record. In 1935, there were 2.1 million taxpayers in a land of 127 
million souls - or 2%. In 1941, it was 17.6 million in a land of 133 million souls - 13% 

76. (a). In 1950, for example, beer and all others combined split $8,760,000,000 right down 


Per cent of volume contributed by 
Prescriptions 21%; 
Proprietaries 10; Confectionery 6; Magazines 5; Sundries 4; Newspapers 3; Miscellane- 


principal departments, according to Curtis’ 


78. (a) Full network time cost - all frequency and annual discounts - 


79. (a) Averages estimated from Starch newspaper studies over 1949, 1959 and 1951 

266 noters per dollar; 1,000 lines - 

138 noters per dollar. CSNR studies show the same tendency 
though different absolute numbers. ‘Of course, these numbers make no adjustment for 
impact; I might hit fewer people with a 45 than with a shot gun, but I might leave 
a more lasting impression on those I make contact with.) 

80. (d). 1950 figures, according to American Bottlers of Carbonated Beverages, for example, 
indicate Americans downed (or drowned in, or both), 1,001,751,474 cases—or 24,042,000,000 
bottles of the stuff, being 158 guzzlings per capita. 


Tobacco 16; Fountain 14; Toiletries 13; 


for one half hour 


CBS NBC 
$11,280 $11,636 
28,964 25,389 


199 noters per dollar; 1,500 lines - 175 noters 
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Quality Bakers Contest Picks 4-Year-Old 
Miss Sunbeam; Newspaper Ads to Follow 


New York, Aug. 20—Quality 
Bakers of America is planning 
a series of special promotions as 
a follow-through on its recent 5,- 
000,000 vote contest to select a 
little girl most nearly resembling 
the trademark for Sunbeam bread. 

Last week, four-year-old Mary 
Ann Hebenstreit of New Britain, 
Conn., was chosen Miss Sunbeam 
of 1952 from a group of 16,892 
child contestants. On Aug. 29, she 
and her parents will receive a 
number of gifts and fly to Paris 
via Air France as guests of Quali- 
ty Bakers. Seven other little girls, 
tied for second place, will each 
receive a $200 savings bond. 

This weekend the bakery coop- 
erative will use announcement ads 
in major Connecticut newspapers. 
Before Mary Ann flies abroad an-| 
other ad will be used in Connecti- 
cut papers to acknowledge gifts | 
received by the little girl from 
local merchants. When she returns | 
from abroad, a series of eight or 
ten half-page endorsement ads will | 
be used showing Mary Ann in var- 
ious poses at home and abroad. 


@ In addition, R. L. Schaus, ad- 
vertising director, told AA, Quali- 
ty Bakers plans to use newspaper | 
ads “in a still undetermined num- | 
ber of papers” in each of the mar-! 
ket areas where the runners-up in 
the contest live. 

This advertising will be in addi- | 
tion to the organization’s regular 
promotion. Quality Bakers’ 1952 
advertising budget is $6,000,000 
The organization currently is using 
500 newspapers, spots on 350 radio 
stations, 18,469 24-sheet posters. | 
87,500,000 bread loaf labels, 300 
outdoor spectaculars, plus a vari- 
ety of other promotion material 
such as direct mail, point of pur-| 
chase items, giveaways, calendars, | 
etc. 

The search to find Miss Sun- 
beam 1952 climaxes an 1l-year 
promotion to establish the Sun- 
beam trademark in the bread in- 
dustry. In 1941, George N. Graf, 
general manager, and Mr. Schaus 
pioneered adoption of the little 
blonde, curly-haired girl as a 
trademark for members of the 
Quality Bakers group. It was suc- 
cessful from the time it was intro- 
duced (AA, June 19, 1950). 


® Mothers have pointed out to 
member bakers the similarity be- 
tween their children and the child 
on the bread wrapper. It was this 
widespread interest that led Qual- 
ity Bakers to launch the contest 


Relaxed Comfort, Charming Decor 
= Television and Radio — { 


ae ee. 


Pr mp R. oO | 


and THE BUTTERY 


Fran Bering, Choirmon 


just closed. 

Regional contestants were cho- 
sen by popular vote. More than 5,- 
000,000 ballots were cast in local 
grocery stores and bakeries. 

During the contest 2,000 radio 
spots were used each week for 
eight weeks. Ads were run in 568 
daily newspapers; 63,000 posters 
were distributed and 36,000 card- 
board ballot boxes were placed in 
retail stores. A total of 250 movie 
theaters participated either by 
lending their stages for local con- 
tests or by running publicity trail- 
ers. 

Judges of the finalists were John 
Robert Powers, head of the model 
agency bearing his name; Ellen 
Segner, the artist who originally 
painted Miss Sunbeam, and Val- 
entino Sarra, advertising photog- 
rapher. 

Sunbeam bread is sold only by 
members of Quality Bakers. This 


51 


cooperative of 11! independent,) Westinghouse Names Houtz _ Promotes L. F. Chitty 
non-competitive b.sers, founded) Robert A. Houtz, formerly with L. F. Chitty, manager of the 
in 1922, last year did a gross busi-| Westinghouse Electric Supply Co.,| media department in Toronto, has 
ness of $190,000,000. Sales this Baltimore, has been named mer- been promoted to assistant to the 
year are expected to pass the $200,- chandise manager for the apart- managing director of the Toronto 
000,000 mark. Members service! ment and builder sales department branch office of Cockfield, Brown 
125,000 grocery stores daily and sell of the appliance division of West- & Co. He joined the agency in 1941 
about 750,000,000 loaves of bread ——e Electric Corp., Mansfield,' as radio time buyer. 


annually. 

i ; Vallen Names Fred Bock 
WHYN Appoints Branham Co. Valien Inc., Akron, maker of cur- 
iN 3 ‘ - tain c rols racks for schools, 
pated and handled by the organ- WHYN and WHYN-TV, Hol- tain controls and trac hools, 
jontiuate advertising staff in se yoke-Springfield, Mass., has ap- television studios and theaters, has 
d th ; direct f M pointed Branham Co. to represent named Fred Bock Advertisiag Co., 
Sat aay —_———— o r it nationally. Akron, to handle its advertising. 

Schaus. ’ wes 


Because of the success of this) 


s All of the group’s advertising is 


year’s little Miss Sunbeam contest 

, eee e 

the event will be curried on an- SCREEN PRINTED “<y Bre 
nually, Mr. Schaus said, and pro- 

motional efforts probably will be @BUMPER STRIPS 


expanded. 


Fast service... low prices | 


Myers Resigns Cochrane 


Willard G. Myers Advertising, 
Philadelphia, has resigned the ac- | 
count of Cochrane Corp., Phila- | 
delphia maker of industrial water | 
conditioning equipment and steam) 
specialties, effective Sept. 30. | 


here today 


here tomorrow 


that young woman: 


in her teens 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 
a year to spend, fancy free. 


THERE’S ONE BEST WAY TO REACH THE 7 500, 


RA BLIP RT DORR, 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 
on their shopping lists, for life? 


Getting aati “tine 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 


nearly always selects herself. product... switch a brand. 
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this advertisement. 


Please address replies 
Advertising Age, 


Advertising Executive 
Wanted 


An experienced manager of advertising and sales pro- 
motion is wanted by a leading user of newspapers 
and magazines. The department is well staffed and 
serviced by two advertising agencies. Therefore, the 
top job is mainly one of creative leadership. The 
successful applicant will find this position one of the 
best of its kind in the mid-west. 


Interested personnel in the company are aware of 


200 E. Illinois St., Chicago 11, IIL 


to: President, Box 242, 


Information for Advertisers | 


| 


o. 4425. Educational Use of Tape 
Recordings. 

> That there is a large and un- 
Heveloped market for tape re- 
wders in the elementary schools 

the conclusion of “Tape Re- 
der Survey” offered by The 
mstructor. Tape recordings are 
ow widely used in social study 
lasses, student-evaluation pro- 
rams, music and dramatic classes, 
tc., and new applications are con- 
tantly being developed. The study 
oes into great detail as to brand 
references, teachers’ complaints 
bout equipment, purchasing prac- 
ces, and the like. 


o. 4426. Cake Mix Brand Pref- 
erences Studied. 
What kind of a dent is Duncan 
ines making in the cake mix 
arket? How does Occident stack 
p against Pillsbury? What makes 
yomen buy—premiums, advertis- 
g, or grocers’ recommendations? 
nswers to these and many re- 
ted questions are found in “Con- 
sumer Study of Cake Mix Brand 
Preferences” offered by the North- 
west Daily Press Association. 
No. 4427. How to Beat High Post- 
‘ns Rates 
James Gray Inc. offers, in book- 
let form, a reprint of ADVERTISING 
Ace's recent article, “How to Meet 
and Beat Higher Postal Rates” 
which gives, to state it briefly, the 
mathematical case for larger mail- 
ings in order to decrease overhead 
per unit mailed. A handy table of 
third class postage rates is in- 
cluded. 


No. 4428. The Female Cigaret Mar- 
ket. 
Women have a strenger prefer- 
ence for king-size cigarets than 
men. They like them for reasons 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 6. 


USE COUPON TO OBTAIN INFORMATION 


' 
Readers Service Dept., ApveRTISING AGE | 
Chicago 1%, Ill. 


Please send me the following (insert number of each item wanted 


200 E. Illinois St., 


—please print or type) 


COMPANY 
ADDRESS . 
City & ZONE 


of economy, mildness, better taste, 
and “just for looks.” These and 
many other interesting facts of 
marketing significance are brought 
to light in “Cigarette Survey” now 
offered by the Ladies’ Home Jour- 
nal. 


No. 4430. Home Laundering Habits 


Surveyed. 
“Reader Report Number 9— 
Laundry” is a new study offered 


by Family Circle. Showing that 
65% of all housewives do all their 
own laundry in the home, the sur- 
vey covers brand preferences in 
washers, dryers, and _ ironers, 
steam irons, electric irons, soap 
(yes, Fels Naptha is on top), de- 
tergents, powder and flakes, water 
softeners, starches, bluing, 
bleaches, etc. Invaluable informa- 
tion for anyone interested in any 
of the products studied. 


No. 4431. Radio Data for Oakland, 

Calif. 

Station KLX offers a new data 
folder containing a wealth of maps, 
charts, diagrams, program infor- 
mation, and facts about the sta- 
tion’s award-winning promotion 
and merchandising facilities. 


No. 4432. Latest Figures for Fort 
Worth. 

The Fort Worth Star-Telegram 
offers a new “1952 Market Map” 
which provides data on retail sales, 
population, families, buying in- 
come, etc. 


No. 4433. Radio Data from Wheel- 
ing, W. Va. 

“Finger-tip Facts” is a new 
brochure offered by Station 
WWVA, giving data on population, 
radio homes, retail sales, food 
sales, general merchandise sales, 
furnishings, automotive and drug 
sales. 


Rates: 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


Deadline Wednesday noon 12 days 


Preceding publication date. Display Classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


NAR a 


HELP WANTED 


POSITIONS WANTED 


BARNARD 
A service for employers and applicants 
in the fields of adve rtising and publish- 
ing. Office and professional 
Central 6-3178 176 W. Adams Street 


JUNIOR SPACE SALESMAN for well-es- 
tablished monthly magazine in the Chi- 
cago territory. Will consider a beginner 
who has the fundamentals for success. Sal- 
ary, advertising experience religion, edu- 
cation, age, and living situation should be 
covered in your reply 

BOX 5230, ADVERTISING AGE, 

200 E. illinois St., Chicago 11, ll 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS-PLACEMENTS 

209 S_ State St. Ha 7-2063 Chicago 

CONFIDENTIAL COUNSELLING 

In All Employment Categories 
$5,200-$50 000 
Te EMPLOYER and EMPLOYEE 
NATIONAL COVERAGE 
Advertising Managers; Account Execu- 
tives; Copywriters; Artists and other per- 
sonnel, in the complete Advertising field 
Write briefly outlining your specific ex- 
perience or —< needs, or contact: 
UGHES 
EMPLOYMENT COUNSEL 
| Suite 500 7 W. Madison St 
| Chicago 2, Ill. Financial 6-2107 
FRED J. MASTERSON 
ADVERTISING—PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago. 


CREATIVE WOMAN COPY WRITER 
Aggressive retail food organization in Chi- 
cago wishes to add to their present ad- 
vertising team. We want an experienced 
writer 30 to 40 years of age who can find 
and tell good food stories. Send complete 
resume. BOX 5235, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ENGINEERING WRITER ~- communica- 
tion training or experience; for editorial 
work on industrial publications, advertis- 
ing, promvution and instruction material. 
Good opportunity with growing company 
manufacturing telephone carrier and radio 
equipment on San Francisco Penninsula. 
Write ° Patton, LENKURT ELEC- 
TRIC CO., San Carlos, Calif 

ACCOUNT EXECU TIV E—Opportunity 
with Middle-West Agency. Salary and 
Bonus - extra benefits for any business 
you bring. Agency in growth period - ap- 
proaching $1,000,000 billings. Complete art, 
copy and media facilities furnished. Work 
will be account management and new bus- 
iness contacts. Here is your chance to set- 
tle permanently in attractive city of 200,- 
000, famous for educational and family 
living advantages. 

BOX 5237, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 


MOLENE 
PERSONNEL SERVICE 
Copywriters 
BANKERS BLDG. ANDOVER 3% 4424 


HUSBAND-WIFE TEAM UP OR SOLO 
39 and 31. Mr. is salesman, master printer, | 
public relations man, newsman. Mrs. is 


industrial editor. 
to relocate in or 


news and P.r. woman, 
Unencumbered. Ready 
outside U. S 

BOX 5233, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. | 
ART DIRECTOR—considered more than 
capable, is now limited in small agency 
and wishes to relocate with larger 4-A 
organization between Chicago and Cleve- 
land. An inquiry will bring smart, diversi- 
fied layout samples and brief summary of 
experience. Family man, age 30. Salary 
requirements, $8 to 10,000. 

BOX 5236, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
FOR CALIFORNIA AD-MEN: COPY- 
WRITER—Versatile, experienced, agency- 
trained young woman with solid back- 
ground in evey media, in every line from 


perfume to portable power plants! 
BOX 5234, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


ADV. ASSISTANT for Adv. Dept. of mfg. 
or national company. 24 yrs. retail & 1 
yr. agency experience. Will relocate. Col- 
lege graduate, 25 years old, single, 4-F. 
WRITE BOX 5239, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
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PRODUCTION 
MANAGER 
WANTED 


Leading national appliance adver- 
tiser in sized 
Ohio city has opening for a young 
advertising production manager. 


The man we want has had some 
experience with all phases of produc- 
tion in advertising and sales promo- 
tion. He will work directly with our 
suppliers, including the graphic arts 
and our advertising agency. He will 
be an important part of a small 
group in a fast-moving organization. 


Our staff knows of this advertise- 
ment. 


Send application to Box 239. In- 
clude your age, ience, educa- 
tion, family status, salary required, 
and any other information you 
think helpful. Your letter will be 
handled confidentially. 


Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 20 years 
industrial including aviation, chemical 
process insurance and financial preference 
east willing relocate salary open discus- 
sion. 
BOX 5238, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 
OFFSET CUTOUTS. Promotional! heading, 
illustrations, cartoons, symbols, borders, 
panels, holiday art type fonts, decoration, 
for offset reproduction. Most complete 
service in U. 8S. Free descriptive booklet. 
A. A. Archbold, Publisher, 1209-B S. Lake 
St., Los Angeles 6, California 


ADVERTISING EXECUTIVE 


A nationally known Chicago manu- 
facturer of cosmetics desires to add 
two high grade men between 27 and 
40 to its staff. These men should have 
between 5 to 10 years of experience 
g or sales and in ad- 


P —_— = 
in merc 


IT WILL BE A GOOD INVESTMENT 


Somewhere there is a company whose man- 
agement is seeking an advertising manager who 
can spark the idea, right through to consumer 
acceptance. Somewhere there is an advertising 
agency which needs an idea man nows 
copy and contact, and can increase sales for 
your clients. 


There is such a man, currently vice-president 
and advertising manager of a franchi com- 
pany whose product is sold through grocery 
outlets. He has been in a big agency, handling 
all phases of a million-dollar automotive ac- 
count, including newspapers, TV, direct mail 
and outdoor. He came up through that agency 
learning advertising from the abiest men in the 
business. If that management can offer a chal- 
lenging opportunity, it will be a good invest- 
ment to send for this man’s business history 
You will want to talk it over with him. 


Box 237, Advertising Age 
200 East Illinois Street, Chicago 11, Illinois 


ministrative advertising experience 
including agency experience. 

Starting salary commensurate with 
experience. Opportunity for advance- 
ment exceptional. 

Furnish resume of education and 
experience, salary required in first 
letter. All replies will be held in 
strictest confidence. 


Box 244, Advertising Age 
200 E. Illinois St., Chicago 11, III. 


POSITIONS WANTED 


PUBLIC INFORMATIUN DIRECTOR 
Industrial or trade writing, editing, pro- 
duction from original ideas to final past- 
up. Information director with broad back- 
ground of experience in public and em- 
ployee information methods and media; 
research and preparation of materials in 
newspaper, magazine, radio, television for- 
mat; letters, pamphlets, brochures, oral 
presentations, all allied pertinent skills 
College graduate, veteran, family man, 43, 
presently heading Government informa- 
tion education program in Wisconsin. 
Available September 15. Would relocate 
Resume and photograph submitted on re- 
quest without obligation 

BOX 5232, ADVERTISING AGE, 

200 E. illinois St., Chicago 11, Ul. 
AVAILABLE-TOP FREE LANCE COPY 
—to Agencies and Advertisers with copy 


burdens. Chicago Agency copywriter with 
knowledge all phases copy, layout, and 
productica. One ad or a dozen. Sharp on 
automotive, sporting goods, Indus. rubber 


and wood finishes. Ex- —— and sales 
man. One ad will convince yo 
BOX 5231, ADVERTISING ‘AGE. 


200 E. Illinois St., Chicago 11, Il. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


fine of nation’s leading manufacturers of 
fine point of purchase displays has openings 
for a few top notch representatives in some 
very desirable territories. 
This is for exclusive territorial arrangement. 
Salesmen must be creative, experienced and 
should have a following. Liberal commission 
basis. 
References essential. 
KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


COPY © ART © TV @ RADIO 


Top creative men in these fields want 
free lance work. For estimates write: 
“Creative Clearing House,"" Box 240, 
801 Second Ave., New York 17, N. Y. 


by year, or by chore. 


Eastern and Mid-Western Agencies: 
Need west coast service for radio, TV, visiting firemen, motion picture 
tie-ups? Head of small agency with all-around background. Will serve 


Sufficient polish and authority to represent any agency. 
Write: 243 Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


TO A COPYWRITER 
Who Wants to 
Come to Boston 


TRADE PAPER 
Advertising Salesman 


Seasoned advertising sales execu- 
tive with excellent record of 
personal selling and territorial man- 
agement in Chicago area seeks 
midwest it on merchandi 
ing trade paper. Well acquainted 
with ies and its. Doing 
temporary work now. Can begin on 
short notice. 

BOX 224, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED—PARTNER FOR 
NEW YORK AD AGENCY 


A small one man advertising agency with biue- 
chip clients of many years standing. Volume 
! ted only by perse 

ome 


r bec: no dist r ‘hidden er’ 

ency has ample capital and enjoys unques- 
tionabl putation for high business standing 
and performance k partner or joint opera- 
tion two can muitiply income for each 
by capitalizing on present opport es and 

P cor with country’s foremost business 
leaders. Contractual — arrangement suggested 
where tair ull income 


now have. 
match 


3 poeneutiy cr nivertial 
one- _— publishers and agencies invited 
to investigat fou may contact me in frst 
instance ‘confidentially through your attorney 
or banker. 
Box 238, Advertising Age 
801 Second Ave., New York 17, N. Y. 


Somewhere there's an experienced copywriter who can find a good spot in the 
Boston office of this nationally known advertising firm. To fill an opening created 
by increased business, we need an addition to our present staff of sixteen talented 
creative people. This means a writer—not just an idea-man. A man who has what 
it takes to turn out copy for some of the biggest names in American business. 


agency. Or maybe for a manufacturer. 


| The person we have in mind probably is working now for a small or medium-sized 


Perhaps he’s a native New Englander 


who's had enough of New York, Chicago or wherever, and now wants to “come 


back home”. 


He won't be expected to double in brass as an artist, but if he’s creative visually 
as well as verbally, that will count in his favor. And to balance against the older 
members of our staff, a man between 25-35 would be ideal. 

Please don’t apply unless you can move to Boston (or live here now). And don’t 
send samples. Just write in detail about your background, experience, and salary 
requirements. But don’t put it off—because if you're the man we've been looking 
for, we'd like to pass the papers soon. Box 209, Advertising Age, 801 Second Ave., 


New York 17, N. Y. 


YOUNG MAN: 
Can you write? 


| Major Chicago appliance manufacturer 
| wants yeung man who really enjoys 
| writing, writes well and has had some 
| advtg. or publicity experience, some pro- 

duction knowledge. Please send resume 
_ fincluding salary requirements) plus sam- 
| ples of your writing to 


Box 241, Advertising Age 
200 E. Illinois St., Chicago T1, Il. 
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Newsprint Output 
in July Hits High 
of 579,731 Tons 


New York, Aug. 20—Newsprint 
production in July exceeded that 
in any July on record, according 
to figures released today by News- 
print Service Bureau. 

Canadian production in July 
was 485,539 tons. Shipments were 
483,250 tons. U.S. newsprint pro- 
duction totaled 94,192 tons, and 
shipments were 94,933 tons. Total 
North American production was 
579,731 tons and shipments 578,183 
tons, compared with continental 
production of 544,936 tons and 
shipments of 533,841 tons in July, 
1951, the previous high. 

Canadian mills produced 168,304 
tons more in the first seven months 
of °52 than in the corresponding 
period of ‘51, which was an in- 
crease of 3.4%. U.S. output was 
38,590 tons, 6% greater than in 
the first seven months a year ago. 
Total continental production of 
3,992,531 tons represents an in- 
crease of 146,894 tons, 3.8% more 
than for the like period of ’51. 

Total continental mill holdings 
of newsprint at the end of July 
were 152,921 tons compared with 
153,595 tons at the end of July, 51. 


8 Daily newspapers reporting to 
American Newspaper Publishers 
Assn. consumed 329,729 tons of 
newsprint in July, compared with 
333,440 tons in July, ’51, and 336,- 
759 tons in July, 50. This was a 
drop of 1.1% under July, ’51, and 
2.1% under July, 50. July in ’50 
and ’51 had five Sundays; there 
were only four this year. 

Stocks of newsprint on hand and 
in transit at the end of July were 
57 days’ supply for an average of 
all daily newspapers reporting to 
ANPA, This is an increase of 13 
days’ supply compared with the 
end of June, and 11 days’ supply 
compared with the end of July, 
51. Stocks on hand usually rise 
in the summer. 

For the first seven months, re- 
porting newspapers used 2,600,416 
tons of newsprint compared with 
2,589,227 tons in the like period of 
51, an increase of 0.4%. 


Names Klores & Carter 

The National Assn. of Educa- 
tional Broadcasters, New York, has 
appointed Klores & Carter, New 
York, to handle its advertising. 
The group, which has not had an 
agency previously, will use news- 
papers and business papers to ac- 
quaint the public and radio sta- 
tions with the availability of pro- 
grams being produced by NAEB. 


Fairchild Promotes Birse 

Harry Birse, for the past six 
years a reporter on the city news 
staff of Women’s Wear Daily, a 
Fairchild publication, has been 
promoted to field sales manager of 
the circulation department of Fair- 
child Publications Inc., New York. 
He will assume his new duties 
about Sept. 2. 


Kaiser-Frazer in Vote Effort 


Both newspaper and magazine 
advertising of Kaiser-Frazer Sales 
Corp., until Election Day, Nov. 4, 
will carry the catch-lins, “Be a 
good citizen...vote Nov. 4.” Wil- 
liam H. Weintraub & Co. is the 
agency. 


PRODUCTION MAN 


You'll enjoy working in this 
medium-sized, fast-growing ad- 
vertising agency. Good starting 
salary; excellent opportunity for 
young man with agency back- 
ground. Write briefly, stating 
experience. All members of our 
staff know about this advertise- 
ment. 


BOX NUMBER 245 
Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill. 


BACK TO WORK—Walter Winchell, back 


in circulation after an illness, poses with 


Benjamin S. Katz (left), president, and Henry Dorff (right), ad director, of Gruen 

Watch Co., sponsor of the Winchell show. An alternate week sponsor is still being 

sought for the ABC AM and TV newscast; if one doesn’t turn up by Sept. 20, 
Gruen, through McCann-Erickson, will sponsor it weekly, starting Oct. 5. 


Appoints W. E. Dittord 


W. E. Difford, who has been 
operating a plywood and lumber 
sales and market development 
service in Seattle since 1946, is 
giving up his business to become 
managing director of Douglas Fir 
Plywood Assn., Tacoma. He suc- 


| ceeds O. Harry Schrader Jr., who 
'has resigned. 


Stephen Fay Opens Studio 

Stephen D. Fay, editorial and ad- 
vertising photographer, has opened 
Stephen Fay Studios at Carnegie 
Hall, New York 19. 


Grant Appoints Two 


John Remillet Jr. and Harry G.! 
Moock Jr. have been named assist- 
ant account executives on the 
Dodge passenger car account for 
Grant Advertising, Detroit. Mr. 
Remillet previously was with 


| Planned Sales Services Inc., De-) 


troit, and Mr. Moock formerly an 


| account executive with Ross Roy 


Inc., Detroit. 
| 
| 


| Huey Leaves Ad Assn. 


Mrs. Lela M. Huey, executive 
secretary for the Advertising Assn. 
of the West for the past 12 years, 
has retired to establish her own 
magazine subscription agency in 
Oakland, Cal. She is succeeded 
by Mrs. Marie Carlton, who has 
been with the group for the past 
18 months. 


Promotes Hervey Parker 
Hervey E. Parker, with the di- 
vision since 1944, has been pro- 
moted to sales manager of the 
corrugated box division of Stone, 
Container Corp., Mansfield, O. \ 


Mogge-Privett Names Leider 

Jane Leider has been named 
media director of Mogge-Privett, 
Los Angeles. She replaces Snow- 
den Hunt, who has resigned. 


Galliano to Max Landphere 


Jack Galliano, advertising artist, 
has joined Max Landphere & As- 
sociates, San Francisco art studio. 


210,081 subscribers to 
The Rotarian buy 
or approve pur- 
chases of materials, 
supplies and 
services. That's why 
The Rotarian is 
a good place to tell 
your story. 


Sn ther way 0 shige 


SHOPPING CENTER 


ps ato es PAR 


For complete information fill out and ; return the coupon below. 


When you use DAY-GLO 


obligation on your part. 


@ DAY-GLO® Daylight Fluorescent colors, the 
Brightest Colors in the World, make your advertising 
work harder for you. Your DAY-GLO reminders hit 
harder—are easier to see, easier to read. From dawn 
to dusk—they're visible up to four times as far as 
the brightest of ordinary colors. 


way to the stores, your last-minute reminders are 
your brightest and best. Your twenty-four sheets 
attract peak-traffic attention—your car cards and 
dashes have new interest and impact— your displays 
make customers insist upon your product. 


When you use DAY-GLO to hit ‘em where they live 
—all your at-home reminders stand out. Your inserts 
demand attention, your direct mail really competes, 
your packaging stimulates buying action. 

If you want to know more about applying the World's 
Brightest Colors to your products—there’s a 
DAY-GLO Color Consultant near you. He'll be glad 
to work with you—at your convenience — without 


NOW A, 


to sell shoppers on their 


SWITZER BROTHERS, INC. 


4732 ST. 
CLEVELAND 3, OHIO 


LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


CLAIR AVENUE 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME. 


COMPANY NAME. 


crry. 
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Tops Music to Frank-Gold 

Tops Music Enterprises, produc- 
er of Tops records, has named 
Frank-Gold, Los Angeles, to han- 
die its advertising and public rela- 
tions. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cush in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
lications, the newspapers and magazines 
they feel closest to, respond best to! 
Negroes are loyal to their publications— 
be sure your product is in them; be sure 
ou get your share of the market! $15 
Pinion! Negroes spend this much eve 
year on every conceivable product! Don't 
overlook this market—it'’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 546 Fifth 

_ N. ¥., serving America’s leading 
advertisers for over a decade 


Department Store Sales... 


East Still Sluggish but Sales Up 2% 


Wasuincton, Aug. 19—Sales in 
the nation’s department stores av- 
eraged 2% higher than a year ago 
in the week ended Aug. 9. 

With the exception of the three 
northeast districts—Boston, New 
York and Philadelphia—all sec- 
tions either gained on—or equaled 

their 1951 dollar volume for this 
week. The Atlanta district had an 
11% sales increase and Kansas 
City and Dallas each showed 10% 
gains 

The report from the Federal Re- 
serve Board shows that the big 
stores, considered as a 
group, are doing about the same 
level of business as last summer. 
For the four weeks ended Aug. 9, 
the national dollar volume 


Continued buying spurts in the} 
South have brought sales in the 
Dallas district 6% higher than 1951 | 
during the first 32 weeks of this 
year. For the same period, depart- 
ment stores in Atlanta made a 
sales gain of 5%. Those in the 
New York district are off 10% last! 
year's sales. 

% Change from ‘51 
Week Ended 
Federal Reserve July Aug. Aug. 


ONE EXAMPLE: 
you can't beat the New 

1,500,000 Negroes in 42 states each 
week Color comics, magazine section, and news 
section help mak 


tee Negro! Act now! 


for @ publication that 
soils 


Negro—you'll eo sales are 2% 


the cream of this equal to the volume in the cor- 
Courier— 

responding four weeks last year. 

e it America’s most complete For the 32 weeks ended Aug. 9, 

od below 1951. 


District and City 26 2 9 
UNITED STATES —_— — 2 

Boston District :—t —2 

New Haven 7 2 10 

Boston 2 2 -—6é 

: Lowell-Lawrence 7 —5 16 
national Springfield y —4 4 
Providence 2 —4 5 

New York District —pr—ili —# 

Newark 16 r—-17 4 

Buffalo 1 0 3 

New York ll r—13 13 

was Rochester 4 r—l 1 
Syracuse 5 2 -3 
Philadelphia District e-38 -6 
Philadelphia 3 sr 8 
Cleveland District 1 2? 0 

Akron 5 5 3 
Cincinnati 0 3 2 


DEPARTMENT STORE 


~ SALESANDEX 


1947-49 equals 100 


Week to Aug. 9, '52*....p8 
Week to Aug. 11, ’51*....87 


Week to July 26, 252*....7 
Week to July 28, Ji1*....80 


*Not adjusted seasonally 
pPreliminary 


Cleveland 4 -—1 
Columbus 6 6 
Toledo 1 -2 
Erie 4 1 
Pittsburgh 2 9 
Richmond District —!I r—3 
Washington 3 —3 
Baltimore 5 1 
Atlanta District x rs 
Birmingham 7 —s5 
Jacksonville 9 13 
Miami 3 r2 
Atlanta 7 2 
Augusta 31 13 
New Orleans 17 10 
Nashville 2 r—2 
Chicage District — r—-t 
Chicago 11 2 
Indianapolis 7 1 
Detroit 1 7 


L 


wu 


rs | 
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A self-imposed tax 


helps solve an 
industry problem 


I. 1935, prices for Florida citrus fruits 
had been declining steadily for almost 
a decade. Yet even bigger crops were 
on the way, and still lower prices were 
being faced. 


Should trees be cut down? Or could the 
public be educated to use more Florida 
citrus fruits? 


Florida citrus leaders decided that the 
publie could be made to see the advantages 
of consuming more—but this job of edu- 
cation, they felt, could only be done by 
legislating a self-imposed tax, and a com- 
mission to administer it. 


The Governor appointed an 11l-man 
commission—the Florida Citrus Commis- 
sion—and a tax on each box of oranges, 
grapefruit and tangerines was levied on 
the industry .. . af its own request. 


In the seventeen years since, sales of 


Florida oranges have increased from 16 - 


million boxes a year to 79 million; grape- 
fruit from 11!. to 36 million; tangerines 
from 2 to 5 million. 


As with any agricultural commodity, 
demand and supply are not always in 
balance. With further heavy increases in 
production now foreseen, education to 
spread the market will be intensified. 


For the Commission views the problem 


not as overproduction—but as under- 
consumption. 


If, for example, people can be educated 
to drink, each day, only one-half an ounce 
more juice than they ordinarily drink —60 


- million additional bores of oranges each 


year will be needed to supply the demand. 


Instead of cutting down trees, thou- 
sands more would have to be planted! 


Thus our client, the Florida Citrus Com- 
mission, is using the mass techniques of 
advertising and sales promotion to increase 
consumption for the benefit of its own 
industry, for the benefit of the whole 
economy of Florida, and for the health of 
millions of consumers. 


Can the benefits of advertising be bet- 
ter utilized in your behalf? We'd be glad 
to talk with you about it. Just call or 
write our nearest office. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y 


New York, Chicago 


Detroit, San Francisco, Los Angeles, Seattle, Washington, D. C., Miami, 


Lakeland, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Johannesburg, Cape Town, Bombay, 
Calcutta, New Dethi, Sydney, Melbourne, Milan, Frankfurt, Durban, Port Elizabeth. 


For enough 
Vamin C... 
one vitamin 
you cant 
store up... 
dink this mach 
Florida Orange 
Juice every day / 


| 


' 
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Milwaukee . —2 -—9 0 
St. Louis District - —? 1 
Little Rock —6 19 6 
Louisville 3 5 3 
St. Louis Area -—8 —5 1 
Memphis —§ —7 1 
Minneapolis District 7 1 x 
Minneapolis 7 —l1 10 
St. Paul 7 4 5 
Duluth-Superior + 3 5 
Kansas City District 4 3 10 
Denver 3 13 13 
Wichita 7 -—4 ll 
Kansas City 3 —11 y 
St. Joseph .. 13 -3 3 
Oklahoma City 2 9 6 
ulsa 16 10 12 
Dallas District 2 3% 10 
Dallas 1 5 8 
El Paso 1 4 18 
Fort Worth 3 6 10 
Houston 1 4 10 
San Antonio 2 1 13 
San Francisco District 4 re » 
Los Angeles Area —12 4 9 
Downtown Los 
Angeles —32 6 7 
Westside Los 
} Angeles . 8 7 4 
Oakland —18 —14 29 
San Diego 12 13 10 
San Francisco —9 —10 3 
Portland —8& —2 —7 
Salt Lake City 10 0 10 
Seattle --6 2 4 
Spokane -—3 -—-2 -—3 
rRevised 
| *Data not available 
| 
N. W. Ayer Survey Shows 
Camp Enrolments Are Up 
Enrolments in private camps 


{throughout the nation have in- 
creased for the fourth straight year 
this summer, according to an an- 
nual survey made by N. W. Ayer 
& Sons, Philadelphia. The agency 
|} handles advertising for more than 
| 300 private schools and camps. 
Boys’ camps showed a 4.8% in- 
| crease and girls’ camps a 5.0% rise. 


Appoints Vince Martinson 


Vince L. Martinson, who has just 
completed a 16 months tour of duty 
with the Navy as program director 
of WHIT at Whiting Field in Pen- 
sacola, Fla., has been named a 
copywriter and a member of the 
publicity staff of Kerker-Peterson 
& Associates, Minneapolis adver- 
tising production company. 


Names Grant Advertising Inc. 

Bishop, McCormick & Bishop, 
New York Dodge car and truck 
dealer, has named Grant Adver- 
tising, New York, to handle its 
advertising. 


Appoints Bozell & Jacobs 

Bozell & Jacobs, Chicago, has 
been named to handle advertising 
of Battye Franklin Co., Chicago 
maker of Zip-a-part carbon inter- 
leaved forms. 


Memo to Eastern 
Advertising Agencies: 


Do you need 
a Representative 
| in Hollywood? 


Part Time or Full Time? 


Now Available: 
HAL B. RORKE 
3163 LA SUVIDA DRIVE 
HOLLYWOOD 28, CALIF. 
PHONE: HEmpstead 2463 


Director of TV-Radio 1945-52 
J. Walter Thompson Co., Chicago 


References include any J. Walter Thomp- 
son Co. executive; those of AM and TV net- 
works as well as advertising and merchandis- 
ing directors of Swift & Co.; Norge Division, 
Borg-Warner; Parker Pen Co.; Ford Dealers 
of Chicago; Kraft Foods Co.; Northern Trust 
Co.; and Bowman Deiry Co 


among others. 
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FCC's Webster Opposes Renewal of 


License for Transit 


(Continued from Page 1) 
gaged in an idle gesture when 
Capital Broadcasting Co., licensee 
of WWDC-FM, was placed on tem- 
porary license approximately two 
years ago,” he declared. 

“That step was taken only after 
long and serious discussion of the 
transitcasting problem. During 
the many months which have 
elapsed since this action was taken, 
no study has been made of the 
matter and no hearings held. 

“And now, without explanation 
of its inaction in this regard over 
a period of two years, the commis- 
sion has granted a regular renewal 
of license to WWDC-FM, thereby 
washing out the issues in question.” 


s Mr. Webster said transitcasting 
raises many legal issues, among 
others, whether it is point-to-point 
broadcasting, and whether it is in 
the public interest. 

“Moreover, a serious question 
which should be determined is | 
whether or not the ‘beep’ opera-| 
tion, which makes transitcasting | 
possible, involves the transmission | 
of unauthorized signals in the | 
broadcast band.” | 

[Editor’s Note: The so-called 
“beep” signal is a supersonic tone 
signal (an electronic impulse) | 
broadcast from a_ transmitter, 
which can be used to boost the} 
volume for announcements or to 
turn receivers on and off.] 

“I am not without sympathy for 
the position in which that station 
found itself, and conceivably after 
a study and hearing on the subject 
I might even join the majority in 
deciding the license should be re- | 
newed, or vote to authorize the 
‘beeb’ operation if necessary and 
institute rule-making procedures 
which would permit the station to 
engage in point-to-point communi- 
cation. However, it is my point 
that before the commission can 
properly take any position with 
respect to transitcasting, a detailed 
study thereof is mandatory,” Mr. 
Webster said. 

His attack came as FCC refused 
to give the Transit Riders Assn., 
Washington, authority to challenge 
the WWDC-FM renewal. The com- 
mission said Transit Riders has no 
legal grounds on which to appear 
in a licensing case. 


# Commissioner Webster's state- 
ment was the first official FCC 
comment on transitcasting and 
other “beep” operations since early 
last year when FCC notified sev- 


Broadcaster 


eral FM stations that it considered 
these operations to be in violation 
of its rules. 

Last month, however, FCC 
quietly issued regular renewals for 
17 stations which had been put on 
temporary licenses because of 
“beep” operations. 

An FCC spokesman said infor- 
mally that the renewals did not 
indicate any change in the com- 
mission's attitude, and that a full 
scale investigation of FM, includ- 
ing “beep” operations, is contem- 
plated. Ostensibly, the grants were 
given because the investigation 
would be a lengthy one and the 
commission did not want to cause 


| the stations further inconvenience. 


However, the Webster state- 
ment gave substance to reports 
that the commission intends to 
okay the “beep” operations, and 
will eventually get around to or- 
dering its rules changed to assure 
the legality of these special FM 
services. 


CHARLES B. ROGERS 

Cuicaco, Aug. 19—Charles Bates 
Rogers, 70, chief accountant for 
Rogers & Smith, died Aug. 15 after 
a long illness. 


Mr. Rogers was associated with | 
| the old White’s Class Advertising | 


in Chicago and the H. H. Charles 
Agency, New York, for several 
years before joining Rogers & 
Smith. He was a brother of the 
late Albert E. Rogers, co-founder 
of the agency in 1917. 


SHELDON CLARK 


Cuicaco, Aug. 19—Sheldon 
Clark, 75, board chairman of Sin- 
clair Oil Corp., died Aug. 15 in 
Passavant Hospital after a brief 
illness. 

Elected chairman last year, Mr. 
Clark joined Sinclair as an as- 
sistant v.p. in 1916 and later be- 


came a v.p. An avid sports enthusi- | 


ast, Mr. Clark was chairman of the 
Illinois Athletic Commission and 


| served as commodore of the Chi- 


cago Yacht Club for several years. 


HARRY P. PRAGER 

PHILADELPHIA, Aug. 
P. Prager, 59, advertising manager 
of S. S. White Dental Mfg. Co., 
died Aug. 15 after a long illness. 

Mr. Prager began to work for 
the White Co. as an errand boy in 
1909. He later became a purchas- 
ing agent and then production 
manager of the advertising depart- 
ment. In 1936 he was named ad- 


19—Harry | 


ae 


ERROR GOES THROUGH-—This trade ad 
for Wheatland Steel Products Co. errone- 
ously said Commodore Perry (rather than 
Commodore James Lawrence) said “Don't 
| give up the ship.” Wheatland and its agen- 
cy, Leonard F. Fellman Associates, Cleve- 
land, let it go through, anyway, to see 
how closely the ad in Heating, Piping & 
Air Conditioning was read. Well, more than 
50 readers wrote in about the mistake. 


| vertising manager. He served in 
|the Army during World War I. 

| 

| Prom Is +2 Home Permanent, 
According to Toni Survey 


Toni Co. has announced results 
of a survey made by Market Re- 
search Corp. of America indicating 
that Toni’s Prom home permanent 
has moved into second place 
among all other brands and is used 
by one-fifth of all women using 
{home permanents. More than 50,- 
|000,000 Prom kits have been sold 
‘during the past 12 months, 
cording to Toni. 
| Prom was the first home per- 
manent on the market to eliminate 
|the customary neutralizing process. 
|Toni president R. N. W. Harris 
stated that recent advertising at- 
j;tacks on non-neutralizing per- 
manents are “entirely erroneous.” 


‘Uncle Mistletoe’ Returns 


Marshall Field & Co., Chicago, 
will begin its annual show for chil- 
idren, “The Adventures of Uncle 
Mistletoe,” over WGN-TV, Chi- 
cago, on Sept. 23 for 13 weeks. The 
show will run twice weekly, Tues- 
| days and Thursdays, at 5:15 p.m., 
|'CST. The program will be put on 
film for syndication by Kling Stu- 


| 


dios, Chicago, and will be dis- 
tributed nationally. Commercials 
will be handled live by local 


sponsors. In Seattle, Frederick & 
Nelson, department store, a divi- 
sion of Marshall Field, will sponsor 
the show. Calkins & Holden, Car- 
lock, McClinton & Smith, Chicago, 
will do the commercials for Mar- 
shall Field in Chicago. 


ac- | 


Radio Writers Guild 
Refuses to Support 
Screen Writers Guild 


Ho._tywoop, Aug. 21—The strike 
of the Screen Writers Guild against 
the Alliance of Television Film 
Producers (AA, Aug. 18) is not 
supported by the Radio Writers 
Guild. In fact, RWG has taken 
the position that perhaps it is more 
properly the organizatior, to rep- 
resent television writers. 

The Radio Writers Guild voted 
against participating in the strike 
and issued this statement: 

“A large number of RWG mem- 
|bers are employed by the produc- 
ers against whom the strike was 
called. These RWG members had 
no voice in the formulation of the 
demands or the strategy of the ne- 
| gotiations. RWG members had no 
jassurance that they would have 
jany voice in the conduct of the 
strike, its duration or the terms of 
the final settlement.” 


8 The radio group also said it is 
“cognizant of the pressing need 
for improvement of writers’ con- 
ditions in the whole field of film 
TV and for more equitable rep- 
resentation in that field.” 
| The solution offered by RWG 
|was the establishment of a joint 
committee of the two groups to 
formulate strike terms and strate- 
gy, with the suggestion that tele- 
vision writers be given the choice 
of their own bargaining repre- 
er 

The Screen Writers Guild today 
denied the charges and charged 
the radio group with scabbing on 
fellow writers. 


GUILD SENDS LETTER 

TO AGENCIES INVOLVED 
HoL_tywoop, Aug. 22—In a fur- 

ther step to shut off any possible 


flow of material to the Alliance | 


of Television Film Producers, the 
striking Screen Writers Guiid and 
Authors League of America have 
| written a letter to all 13 agencies 
servicing sponsors of Alliance pro- 
| ductions. 

Under the signature of Rex 
Stout, president of ALA, the letter 
was directed to heads of the fol- 
lowing agencies at their main of- 
fices: Leo Burnett Co.; Maxon Inc.; 
Arthur Meyerhoff & Co.; McCann- 
Erickson; Ruthrauff & Ryan; Ben- 
ton & Bowles; N. W. Ayer & Son; 
Batten, Barton, Durstine & Os- 
born; Young & Rubicam; Bri- 
sacher, Wheeler & Staff; MacMan- 
us, John & Adams; Foote, Cone & 
Belding, and Compton Advertising. 

Reviewing the matters at issue 
and the history of negotiations, the 
letter concludes: “It is our under- 


55 


standing that one of your cli- 
ents (name of client) sponsors 
(name of program) which is being 
produced by (name of producer), 
a member of the Alliance. We take 
this opportunity to advise you of 
our action in view of our amicable 
relationship with you in radio and 
television and the possible effect 
that our action may have upon you 
and your client.” 


Kudner Gets Ready 
for Eisenhower's 
Election Campaign 


New York, Aug. 22—One of the 
busiest places in New York this 
week was the Kudner Agency's 
new Park Avenue office—head- 
quarters for the election drive of 
the Republican National Commit- 
tee. 

Already on hand and ready for 
the kickoff of the campaign early 
next month is a staff of approxi- 
mately 24 persons, The majority 
of them are radio and television 
writers, producers, time buyers, 
etc.—which is another indication 
of the emphasis broadcast media 
are expected to get in the drive to 
garner support for Dwight D. 
Eisenhower and Richard Nixon. 

Production chief for the radio- 
TV aspect of the campaign is J. P. 
Ellis, a Kudner producer. Mr. Ellis’ 
previous political video experie 
includes work on Sen. Taft's c 


paign for the Republican Pr 
| dential nomination in Ohio ear 
this year. 

| 
|s Public relations head of the 
| York office is Rand J. Dustr 
'a veteran in that department 
Kudner. His counterpart in 
Washington office, which 

opened by Kudner to serve ai 
liaison between the agency and 
Republican National Commit 
is Frank Armstrong. 

Gen. Eisenhower will make 
first major radio and televis 
appeal to the electorate on Sep 
at 9:30 p.m., EDT, over NBC. 
address, to follow his whirlw 


r 


phia. Kudner has cleared time 
a half-hour simulcast on NBC. 
of Friday, this apparently was 
only broadcast time which 
been contracted for definitely 
the campaign. 


Borden Promotes McCoy ; 

George M. McCoy has been pro- 
moted from v.p. to executive v.p. 
of Borden Food Products Co., New 
York, a division of Borden Co. 
Previously in charge of export op- 
erations, Mr. McCoy’s duties have 
been taken over by James J. Bas- 
sett, newly appointed v.p. 


_ ‘way back then... he kept ‘em rolling ! 


os amo tow 


OLD-TIMERS’ WEEK?—Those oldtime 


(by ott! 


TROOPER 


? Mell priferming , 


cors may not be good enough for today’s avtoists, but they still seem 
to serve well for certain admen. In the Aug. 23 issue of The Saturday Evening Post alone appeared the 


guard ot with 


vew Gulfpride H.D. 


current Collier’s. 


three ods above, promoting Timken oxles and Kendoll and Gulf oil. And Ethyl’s 
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July Advertising Pages and Linage in Farm Publications 


Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGF 


ro Dis- 
play Excludi 
Poultry, Classified 


Commercial Dis- 
play Excluding 
Poultry, Classified 


Total Advertising, in Pages Total Advertising, in Lines— .— ——Total Advertising, in ———Total Advertising, in Lines— at 
July duly Jan. = sd ra r | — -duly = Jan. July duly duly duly July Jan.-July = July duly July dan.-July Jan. ~July duly duly 
1952 1951 1952 952 1951 1952 1951 2 1951 1952. 1951 1952 1951 1952 1951 1952-1951 
Farm Magazines Geeta: BS BE MS HBS BM Ban Meee meee Bae Base 
ad 34.7 345.4 19.107 3.57 : regon Farmer . 3 A 6 . t i 97! & J 
Suet ieee i3 877 (Glad osk2 37072 «39233 «ali? «6 aatsme bean 3282 | Pennsylvania Farmer 285 278 3367 316.4 21.880 21.333 260,131 242.947 19.414 18.424 
4 : : i 9 rairie Farmer: 
Py ieee 46.6 46.4 538.3 S011 33,951 33,751 391,894 744 28.487 27,898 
Agriculturist Awrage 2 Editions 488 487 $389 4988 33361 33281 389.408 sed? 27.897 27-398 
~ ; ’ 6 27 15,490 4, . verage ditions : 5 . . . ; 9, 5 ¢ : 
Soper Soule Etitin S31 G2 3508 2033 18780 14098 lesbos | tettaes | TESR0 23540 | mural Wew-Vorter 208 220 2430 2306 16310 17.289 190.499 180.780 14.114 121963 
ZSouthwest Edition 28.7 30.9 310.2 320.5 19.491 1 210.882 217.934 18.400 19'826 Utah Farmer 32.4 31.6 338.6 333.5 24.467 23,880 255.721 252.110 22.733 1,556 
ices S Gilden 24.9 246 258.4 256.9 16,907 16.700 175.697 174.708 15882 is 'see | Wallaces’ Farmer 51.2 45.1 576.2 $32.2 40,114 35.381 451.768 417.319 37.585 33.235 
Progressive Farmer ‘tog | Westers Farm Lite |... 20 223 Bare «2423 16.483 1731 jouseo iggiaa? 18137 18.888 
2Carolina-Va. Edition 642 55.9 651.6 535.7 43.683 38.015 443,125 364.254 42,415 36,429 lestern Farm Life . ¥ . ‘ . 
Ga « 7 4 ; 44,7 . . t , §Herdsmen Edition 110 104 245.0 212.5 8,631 8,169 192,078 166 611 2. 2.583 
—— ee 28 38.863 454,505 382.250 43,402 37,390 | wisconsin Agriculturist 395 335 4265 3735 30.936 26.283 334312 292.690 30.216 25.507 
Edition 62.7 56.0 635.7 530.0 42,633 38,050 432,267 260,438 41,521 36,581 Total Group .. 770.3 F216 80826 7.9242 653 575.052 6,490, 6,045,944 483,546 501,005 
tt Miss. -La.-Ark Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
Edition 623 584 6546 539.8 42,330 39,684 445,168 7,0 41,160 150 
Texas Edition 676 es a8 oe s6.00t aa: a7a.si8 403,073 44715 41347 | Bi-Weeklies 
qumekd fous. 60.0 58.6 671.7 658.0 27,010 26,350 302,282 B1089 26437 25.795 ee om ma an ee ae ae oe SS 
Total Group 298.1 3251.2 3113.7 168,270 172.929 1,893,583 1.793.617 163,316 167.030 Northern Edition 40.3 549 385.3 354.8 30.485 41,504 291670 267,825 28.426 36,582 
#Not included in totals #Scuthern Edition .. 40.3 53.1 388.7 360.2 30.432 46.127 288. 272.299 28.373 660 
Average 2 Editions .. 40.3 54.0 387.0 357.3 30.459 40.816 290.140 270, 28.400 36,621 
Monthlies *Dairymen’s League News 11.5 8.7 97.5 84.0 8.357 6.368 70.265 61.151 7,515 5,869 
*Agricultural Leaders Total Group ...... 1197 1203 T0214 ~ 8984 “90.182 “90.709 ~ 749.550 ~ 676.177 85.125 83.985 
Digest 136 140 1499 = 134, ' 2.744 29,462 26,424 2, 2,744 | Not included in totals. 
American Fruit Grower 406 444 231.6 223.5 17,521 19,175 100,001 96,507 17,379 19,043 
TA Eatore Edition 26.7 246 282.0 2955S 11,466 10.542 121,022 «126,684 10 
Eastern Edition } ‘ ‘ \v .772 8,583 $ . P 
Central Edition 24.0 20.4 2334 241.0 10.277 8.769 100,088 103,395 9.6 $30 | Farm Linage Trend Figuees in thousands 
zWestern Edition 212 179 1999 207.1 9075 7,682 85.740 88.773 8.853 . 6.760 
Average 3 Editions 24.0 210 2385 247.9 10,273 8.998 2.284 106,284 9,773 7.618 
Arkansas Farmer 45 U9 1160 1101 0.934 9.009 87,711 83.234 0,554 8.735 MAGAZINES pss ois pe 
Better Farming Methods 35.1 37.3 258. 277.3 15.061 15,999 110,708 118913 14977 15,901 
Breeder's Gazette 1 ike 1398 1572 6.323 8.383 62936 © 70.709 3.400 5.18 1952 1952 
*Caiifornia Citrograph 6 . . 6,226 ,054 116,480 14,336 16,128 
*California Farm Bureau JULY 168 JULY 357 
Monthly “28 49 9 109 $ 12s 3 $ 168 7, 194 56 682 63,592 5,676 6,984 
Carolina Co-operator : J \ ‘ . ¥ 3,898 5,040 
attleman, The 85.9 813 7601 6654 36113 34157 3191418 2791536 19'226 20073 | anmel C46 JUNE|358 
larmer-Stockman 30.8 30.0 2725 252.3 23,393 22.764 207.139 191.626 22.608 20,384 
Florida Cattleman 408 436 3883 3369 17,129 18,319 163,265 141,474 11,424 15,295 1951 1951 
BFlorida Grower 18.3 225 147.7 1339 12.444 15.328 101055 91,311 11959 14.944 
Idaho Granger 106 98 569 586 11.452 10.675 1,964 63,721 115396 10,612 2173 JULY 
antucky Farmer 17.1 20.3 1810 159.2 13.444 15.910 131.910 124,797 11,731 14,456 
Michigan Farm News 28 21 19.7 19.4 6.535 4.846 5.870 44911 6487 4816 
swreeory any 5.2 3.6 39.1 1 560 2,724 28,353 33,345 2,798 2,540 SEMI-MONTHLIES BI-WEEKLIES 
Producer 51 12 606 69.1 3,742 8152 44,162 298 7,874 1952 
ation’s Agriculture 7.8 81 55.9 58.3 3,514 3,683 25.222 26.177 3,514 3,683 
ew Jersey Farm & p wiy[ | 90 
Garden 346 33.0 348.3 306.6 15,570 14876 156,823 138,032 13,337 12,432 
hio Farm Bureau News 8.0 90 739 721 3,516 161 =-33,162, 32,474 «3.146: 3,631 
cific Poultryman 40.6 28.7 2878 257.4 17,405 12.315 123,446 109,878 13,335 8,725 JUNE 94 
witry Tribune 
# Eastern Edition 225 255 3220 3214 9,654 10.934 138,136 137.878 8351 8,932 1951 
=Central Edition 207 205 2848 2804 8866 8808 122.163 120.265 8.046 7.313 JULY 9 
Western Edition 18.0 181 238.3 2434 7,718 7.780 102.199 442 «7.088 «= 6,593 | 
Averaye 3 Editions 20.4 214 281.7 281.7 8.746 9.174 120.833 120.862 7.828 7.613 
"Southern Farm & 
Home 83 63 60.3 583 8347 6,927 5.7 360 7,250 5,787 
thern Planter 189 211 2176 2042 13,221 14,802 152,317 142965 12.565 14.044 : : ; . hts 
urkey World 408 304 3845 355.8 17.498 3,045 64,935 152,797 15,568 12,251 All figures in the following groups were compiled by Advertising Age 
lestern Dairy Journal. 28.0 33.3 247.9 283.7 11,788 14014 104,224 119, 6.412 6,510 r 
lestern Livestock Weeklies 
Journal 78.0 80.5 709.7 646.2 32,830 33,831 298,200 271,523 12,166 13,601 | ;Weekly Star Farmer: 
jyoming Stockman : Kansas Edition . 18.9 168 168.2 1705 46.542 41,426 408,076 420,281 35,381 32,593 
Farmer 1.0 137 1088 1122 _ 9,856 12,320 _ 100,394 _ 104.293 __6,916 _ 7,840 Missouri Edition 19.1 16.0 165.3 1682 46,996 39,343 407.445 414.648 36.710 30.797 
Total Group 728.5 743.0 6,188.7 5,905.7 357,421 364,791 3,142,398 3,019,818 285,768 291,492 Okla.-Ark. Edition 16.8 15.5 1526 159.5 41,364 38.277 375.961 393,033 31,809 30,447 
ly-August issues combined. Not included in totals. {July-August issues combined in 1951. §Changed from 760-line tFive issues in July 1952; four issues in July 1951. 
¢ to 688-line page in July 1952 Larger page size (1,100 lines) in July 1951 a, 
Seathly F s Dailies 
ewspaper Monthly Farm Sections Chicago Daily Drovers 
wa Farm & Home 127 141 1728 159.3 13.444 14.953 182.360 168.615 2.360 14.953 mx ee 63.7 248.9 218.0 146,980 135,497 530,016 = 463,750 25.487 33,451 
ural Gravure 57 39 536 432 5698 3,900 53,539 43,47 6 ; 
Texas Ranch & Farm 142 182 154.9 140.4 14.938 19.418 _ 168,528 149.576 _14,266 _18,438 | 9 Teleram, C89 358 AE 165427 AEGIS 646,434 9 563,733 3945S 40,789 
Total Group 32.6 36.2 381.3 342.9 34,080 38.271 = 400,427 361,664 933,324 37,291 | Stockman 71.4 298.9 260.1 158,005 151,920 635,951 553,468 40,091 49,554 
rger page size (1,065 lines) in July 1951. St. Louis — Livestock 
’ - Reporter 70.0 198.6 179.2 123,269 148905 422.738 381,698 33,806 _ 36.755 
Semi-Monthlies Total Group 2781 2740 1,050.2 ~9221 591,681 582.977 2,235,129 1,962,649 138,839 160,549 
American Agriculturist . 18.6 22.6 214.0 214.0 13,513 16,478 155,772 155,777 11,746 14816 | 
*California Grange News 13.0 14.0 70.4 80.4 14886 15.996 77,878 88, 10,248 11,662 | Canadian 
Orme © 233 18S 251.1 225.7 17,586 14.006 189,706 170.638 15,332 12,110 Sooty Oem st 25.3 296.0 «282.0 21,884 (18,201 | 213,105 202,989 21,884 16,201 
> tFamily Herald eekly ‘ar 
Gace gees. 422 483 4271 43a 33053 34700 358880 3401825 511998 35'592 | Eastern Edition 78 S86 6288 602.3 67,795 54.624 624.812 602,269 44,213 36.191 
Farmer, The 442 39.9 526.2 480.6 34.634 31.310 412.485 376.815 31,077 27.815 Western Edition S38 445 522.3 514.3 55.861 44,452 522.133 514,308 39,475 32.630 
re 253 298 2096 2828 18440 21691 218205 205774 12811 17140 eahverage 2, Editions 619 49.6 5736 5584 61,828 49.538 573,473 558.289 41,844 34,411 
len fem $ Guide is3 170 is88 ini 14°382 13/330 fa 123 i3a'921 Cae x] Canadian Countryman. 25.6 21.9 308.4 263.1 17,934 15.327 215.877 184,112 14,353 12,666 
Kansas Farmer 26.4 27.5 306.5 285.2 20.075 20,887 232.961 216,655 18.568 19,867 Farmer's Magazine m6 162 295 270 328 ee ae le = Ue 
Michigan Farmer 14.3 33.4 357 3 3305 26329 25.650 274 418 253.853 23.162 22,318 Free Press Prairie Farmer 86.6 65.2 703.3 679.9 95.264 71,768 773.921 751.043 544 34.613 
Missouri Ruralist 316 24.7 3013 255.7 23.996 18.766 228.979 194,291 20,582 14,817 Western Producer 45.4 36.8 _ 3715 353.6 46,554 _ 39.367 _ 397.547 _ 376420 26.152 _ 21,003 
Montana Farmer-Stockman 47.0 44.4 4205 4116 35.532 33.578 318.877 311,233 30,065 344 Total Group . _ 2715 TS7 24823 2364.0 254,748 206.051 2,298,182 2,233,713 159,991 132,494 
Nebraska Farmer 440 432 529.0 486.1 33,253 645 400.012 367.437 29,872 28,809 tFive issues in July” 1952: four issues in July 1951. Not included in totals ¢Charged from 700-line page to 429-line 
New England Homestead 23.9 31.9 271.2 268.7 16.735 22,307 189,875 187,994 11,580 17,299 page in April 1952. 
Hoffman Radio-TV added to Hoffman's territory. Berking Joins Headley-Reed 


Sets First Drive 
for Eastern Market 


New York, Aug. 20—Hoffman 
Radio & Television Corp. of Los 
Angeles this week started its first 
major bid for the eastern TV set 
market. 

The company’s line of 11 video 
receivers was shown here by its 
distributor, Emmons Television & 
Appliances. Priced somewhat low- 
er than previous sets, the receivers 
range from $199.95 to $795.95. 

Advertising, to break soon, will 
emphasize cabinet size and high 
fidelity afforded by two speakers. 
The campaign will include copy in 
New York newspapers and The 
New Yorker and participations on 
the “Night Owl Theater” on 
WPIX (TV). A radio disc jockey 
show is still to be selected. Foote, 
Cone & Belding is the agency. 

When the New York drive gets 
going, other eastern cities will be 


company also plans to make a 
play for buyers in new video m 

kets where stations are ese 
to go on the air soon. 


Kalmbach, AMDA Set Up 
11-State Western Division 

Kalmbach Publishing Co., Mil- 
waukee, and AMDA Services, Mil- 
waukee, will set up an 11-state 
western division on the West Coast 
on Sept. 1. Kalmbach publishes 
Model Railroader, Trains & Travel 
and Ships and the Sea. 

Albert M. (Al) Rung, assistant 
to the president of both Kalmbach 
and AMDA Services, has been 
named manager of the division. He 
will open offices in either Pasa- 
dena or Los Angeles in the near 
future. 


Westinghouse Boosts Schlig 

Joseph Schlig, with the company 
since 1949, has been promoted to 
advertising and sales promotion 
manager for the electronic tube 
division of Westinghouse Electric 
Corp., Elmira, N. Y. 


: Metro Group Adopts 850-Line Page 


New York, Aug. 19—The Met- 
ropolitan Sunday Magazine Group 
will go from a 1,000-line page to 
the standard supplement page size 
of 850 lines Jan. 4. 

Advertisers will be offered a 
rate decrease and will benefit from 
“simplification of mechanical pro- 
cedures.” Monotone pages will cost 
$32,350 and colorgravure pages 
will cost $40,000 

Copy prepared from 850-line 
pages will be acceptable in all 
Metropolitan Group papers, though 
four of its 23 basic cities (Buffalo, 
Los Angeles, Milwaukee and New 
York) are retaining their 1,000- 
line page format. 

Under the new arrangement, 
space discounts will be based on 
the number of pages used rather 
than on the number of lines. 


® Meanwhile, it was announced 
that the Providence Journal, cur- 


rently a selective paper, will join 
the Metropolitan Sunday Comics 
basic group on Jan. 4. This move 
brings to 19 the number of cities in 
the Group. 

Advertisers using the 19 basic 
papers will pay $42,000 a page. 


‘Economist’ Changes Sizes 

In its Aug. 18 issue, AA erred in 
saying that Department Store 
Economist “plans to change its 
page size from 9x12” to 87/16x 
11%4”.” Actually, Economist plans 
to change its trim size from 934x 
1234” to 9"x12” and its page size 
from 8 7/16x11%4” to 7x10”. 


Incorrect Linage Reported 

In reporting June advertising 
linage for farm publications (AA, 
July 28) Rural New-Yorker was 
listed as having a total of 149,840 
lines, or 191.1 pages, for the first 
six months of 1952. This was incor- 
rect, and should have been 174,189 
lines, equivalent to 222.2 pages. 


Milo Jones Berking, formerly in 
the radio and media departments 
of Sullivan, Stauffer, Colwell & 
Bayles, has been named to the 
television sales staff of Headley- 
Reed Co., station representative. 


Food Editors Plan Meeting 


The Newspaper Food Editors 
Conference will be held in the 
Waldorf-Astoria Hotel, New York, 
Oct. 12-17. The conference is 
sponsored by the American Assn. 
of Newspaper Representatives. 


WFPA Appoints Gothberg 


George Gothberg, formerly of 
Cleveland, has been named man- 
ager of WFPA, Fort Payne, Ala., 
only station in Alabama operating 
24 hours a day. 


Convay Joins Wm. Gent Co. 

Jack Convay, formerly with the 
program department of Canadian 
Broadcasting Corp., has been 
named radio and television direc- 
tor of William Gent Co., Toronto 
agency. 
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Advertising Age, August 25, 1952 


Additional Cost 
of Living Data 
May Be Revealed 


(Continued from Page 3) 
the possibility of further tabula- 
tions. 

After it is organized as a com- 
mittee, the group would study the 
“raw material” collected during the 
interviews. Committee members 
would attempt to agree on a for- 
mat for further tabulations. 

“If they can agree,” Mr. Hol- 
lander said, “we will work up cost 
estimates for the tabulations, and 
we can determine whether it will 
be possible to proceed with addi- 
tional reports.” 


® Since the prices and cost of liv- 
ing division has suffered losses 
of personnel as a result of budget 
cuts, it appeared probable that the 
additional tabulations—if any— 
would have to be privately fi- 
nanced. 

The forthcoming bulletin will 
contain a table giving detailed 
breakdowns of expenditures for 
each of 91 cities. In addition there 
will be special tables showing the 
distribution of families by income 
for each city and also tables show- 
ing distribution of income by fam- 
ily size, age of head of family, 
race, home owners and renters, and 


4 “Fortunes 


ss 
unequally divided 
Three of them without questioning: ari 
4-6134 work, halftones, linage cost. Don't you 
think that what you have to say is equally 
JAY P. important? — Learn where we come in! 


WA LK advertising typographer 


11 EAST HUBBARD ST., CHICAGO 11, ILL. 


occupation of head of family. 

Mary C. Ruark and Abner Hur- 
witz of the division, who have 
been working with the survey data, 
are also committed to write sev- 
eral additional analytical articles 
for future issues of the depart- 
ment’s “Monthly Labor Review.” 
One of these articles will be an 
analysis of expenditures for cloth- 
ing. Another will deal with hous- 
ing of wage earners, and a third 
is expected to deal with expendi- 
tures by income. 


8 BLS people believe the special 
tabulations which will be con- 
sidered by the advisory committee 
now being formed might be large- 
ly in the area of expenditures, 
particularly expenditures tabu- 
lated by family characteristics, 
such as expenditures of families 
with children, age of head of fam- 
ily, ete. 

The unusually high durables ex- 
penditures for 1950 are proving to 
be a handicap to the bureau in re- 
vising its “cost of living” index 
from the survey data. When the 
index appears, there will be an 
adjustment to bring the durables 
segment into line with more nor- 
mal years. 


Paper Stops Publication 

Oregon’s smallest daily newspa- 
per, the Hood River Sun, has sus- 
pended publication awaiting re- 
financing. The Bureau of Internal 
Revenue has placed a seal on the 
plant because of the company’s 
failure to pay social security with- 
holding taxes amounting to more 
than $4,000, some dating back to 
1950. 


Gill-Keete & Perna Named 

Gill-Keefe & Perna, New York, 
has been named representative for 
WPEN, Philadelphia. The 5,000- 
watt independent radio station 
previously was handled by William 
G. Rambeau Co. 


%* Spend a little money for market 
research on your new sales or adver- 
tising program. That's the safety first 
way these national advertisers have 


pretest impact 
of your new idea 


SPRINGFIELD 
e 


ROCKFORD 


@ Industrial heert of a 
rich agricultural section. . . 
only metropolitan area in 
northern Itlinois. 


@ Lost yeor better than 


taken. . . viaBurgoyne store panels. one _ fest campaign ran in 


%* The activity of your product and 


promotion will show up fast 
monthly-audit-reports 


tion. 


% Then your Management can pro- 
ceed regionally or nationally on facts. 


% Ask us for pretest proposal for 


three, five or seven test cities. 


Burgoyne Grocery éx Drug Ee 


FIRST NATIONAL BANK BUILDING ° 


of over-the- 
counter sales. . .and that of competi- 


ewspapers each 
week. 
@ 441,222 people in 13- 
county ABC Retail Trading 
Zone served by this busy 
center. 
@ 51,625 Rockford wage 
earners banked $6,113 
annual per family income.* 


@ Rockford home owner- 


in the 


ship 74% 
@ ROCKFORD MORNING 
STAR and REGISTER-RE- 


PUBLIC daily cover 100% 
Metropolitan Area . 
63.5% of 13 County Trad- 
ing Zone. 


*1951 Sales Management Survey 
of Buying Power. 


CINCINNATI 2— 


| Hazel Bishop Inc. to Sponsor 


Ralph Edwards on NBC-TV 


Hazel Bishop Inc, New York 
maker of cosmetics, will sponsor 
Ralph Edwards’ new television 


| show, “This Is Your Life,” which 


bows over NBC-TV Wednesday, 
Oct. 1, 10-10:30 p.m., EST. 

The show is an adaptation of Mr. 
Edwards’ radio program of the 
same name, which he created. Ray- 
mond Spector Co., New York, is 
the agency. 


Wildroot Adds Radio Shows 


Wildroot Co., Buffalo, will spon- 
sor a new five-minute series, with 


Parker Fennelly as “Titus Moody,” 
twice weekly over Mutual starting 
Sept. 30 at 7:55 p.m., EST. On Oct. 
5 the manufacturer will assume 
sponsorship of half (15 minutes) 
of “Twenty Questions,” now car- 
ried sustaining on MBS. Wildroot, 
which is handled by Batten, Bar- 
ton, Durstine & Osborn, also has 
renewed “The Shadow” on the 
same network. 


Two Name Jann & Kelley 

The News-Herald, Hutchinson, 
Kan., and the Journal, Salina, 
Kan., have appointed Jann & Kel- 
ley to represent them nationally, 
effective Sept. 1. 
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WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 


read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups, 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approvel 
Price $10.00— it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Vi) 


And there’s a big difference 
between the average good 
newspaper and the Champion 
CHRONICLE. For example .. . 


pm 
‘tne CHRONICLE’S Strongest Circulation Leadership 
is Where it Counts Most . . . in the City Zone... 
Heart of the Great Houston Market 
Retail Net Effective Buying 
Sales Power Income 
HOUSTON (Sales Management (Sales Management 
May 10, 1952) May 10, 1952) 
CITY 
$940,253,368.00 $1,357,055,126.00 
ZONE or 67.1% of the or 67.6% of the 
Retail Trading Zone.* Retail Trading Zone.* 
*Comprising a total of 23% counties as defined by ABC. 


CHRONICLE CITY ZONE HOME DELIVERED CIRCULATION 
Excess Over POST (Daily) 


Over POST (Sunday) 
Over PRESS (Daily Only) 


24,755 
25,507 
46,871 


sher’s Statements for period ending March 31, 1952.) 


JESSE H. JONES, Publisher 
JOHN T. JONES Jr., President 


For additional facts about the No. 1 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Manager 
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B&B’s Mead Pens Book on How to Succeed 
eed Se Geiliiies siehan te ‘tok! by Being a Cad; Instructs Agency Men, Too 


territories. Stores wanted to know; New York, Aug. 22—Shepherd tell them exactly what you want 
when they could expect shipment Mead, a v.p. at Benton & Bowles, ...Some good phrases for use in 
of the new product. | has written a book for anyone with this connection are: 
| Franchising possibilities quickly |‘‘a distaste for work and healthy; “you oughta noodle this around 
appeared. Among them: A prop-| lack of respect for brains, ability some more...It isn’t punched up 
osition from a mop manufacturer,| and ordinary decency.” | enough. What it needs is more sock 

(Continued from Page 1) |who wants to offer an Endust|} This book is called “How to Suc- ess You oughta countersink the 
Cohen has been in the janitorial | ‘"¢ated mop. ceed in Business Without Really | idea. Oh, I like it, it just doesn’t 
AGERS HAVE THE OPPORTUNITY supply business since 1942. Among | Trying” and Simon & Schuster will| reach out and grab me... Now this 
TO ACQUIRE THE USE OF THE 5.0 cinplies he sold to hospitals|" Dazed by the response, Mr. Co-| bring it out Monday at $2.50 the) isn’t copy, but...” 

e supp Pp ene PY, 

EXCEPTIONALLY FINE PAINTED ond institutions wee © chemical | hen began entering into agree-| copy. ; | Mr. Mead says that many guys 
BULLETINS. CHOICE MAJOR AR- which was used in collecting dust. | ents, and Endust appeared willy-| Readers who fit Mr. Mead’s cate-| who’ve used these phrases have 


A complete novice in consumer 
goods merchandising, he found 
himself engulfed in bids by job- 


WE BOUGHT Chemist Cohen 
HADACOL Starts All Over 


(The Bulletins, That sy 10 Sell Endust 


SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN 


TERIAL HIGHWAY COVERAGE IN 
EAST TEXAS, LOUISIANA, MIS- ? ‘ : 
SISSIPPI ALABAMA, AS WELL ® This chemical, refined to make 
AS PARTS OF FLORIDA AND it safe and pleasant for household 
ARKANSAS. use, and packed in Airsol cans, has 


360 BULLETINS IN ALI become the basis of Endust. The 
. | obtained on the trademark. 
MORIARTY ourvoor : 
last July, it created a sensation. | 
Mr. Cohen's hotel room. | 


|refined product will be patented, 

When Endust appeared at the} 

ADVERTISING CO., INC. Jobbers and department store buy- | 
NORTH CAROLINA IS THE SOUTH’S 


COMPLETE INFORMATION ON and a copyright has already been 
RBQUEST 
housewares show in Atlantic City 
P.0. BOX 1924, BATON ROUGE, LA. ers jammed the telephone line to| 
NUMBER ONE STATE 


ORTH 
BAROLINA’S 


lumber 


Salesman 


WEIF 


50,000 WATTS - 680 KC. 


oe 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 
other station. 


NBG AFFILIATE FOR RALEIGH-DURHAM 
© and EASTERN NORTH CAROLINA ; 


FREE & PETERS, National Representative 


_ RH. MASON, General Manager. GUS YOUNGSTEADT, Sales Manager 


ie 


| ing the product. 


iand pointing to a noticably dirty 


nilly in half a dozen cities. 
Before long he discovered that 
jobbers were making uncoordi- 
nated co-op advertising deals with 
preferred customers. The details 


of converting Endust into a million 
dollar marketing miracle turned 
out to be a lot more complex than 
the ex-chemist anticipated. 

A few days ago, he admitted he 
was in over his head. 


s In an effort to get a fresh start, 
he authorized the Kaufman organ- 
ization to work up a new market- 
ing and advertising program for 
Endust. 

Kaufman’s suggestions, which he 
accepted, include these steps: 

1. That he stop filling orders. 

2. That he run a test campaign 
in the Washington market to de- 
termine the most advantageous 
marketing channels for Endust. 

3. That the Washington test run 
in September, and that he be capi- 
talized to move into other markets 
as soon as the Washington test 
is completed and evaluated. 


s Kaufman believes that super- 
markets will prove to be the pri- 
mary distribution channel for En- 
dust, but the agency is urging the 
client to go after every possible 
outlet in the. area. 

In addition to supermarkets, 
there will be careful study of de- 
partment stores, drug stores, hard- 
ware stores and other outlets. Dur- 
ing the test, Endust will provide 
co-op help for supermarkets and 
other newspaper advertisers. It 
will also buy newspaper space it- 
self, and publish lists of all dealers 
handling the product. 


s William F. Sigmund, partner in 
the agency, thinks TV will be par- 
ticularly effective in merchandis- 


With a minimum of coaxing, he 
illustrates by taking a facial tissue 
from his drawer, applying Endust, 


gory can learn from his book “all 


“risen rapidly to posts as adver- 


you need to know about getting! tising managers, and some have 
a raise, credit-grabbing, apple- | éven been hired, at fantastic sala- 
polishing and stabbing the right) ries, by the agencies themselves.” 
backs.” 


For agency men, there is a brief . 
chapter that gets right down to|® Mr. Mead, whom the publisher 


bedrock. To wit: thinks is “a cad and a scoundrel” 
| if his book is any indication of how 


|= Beware of creative people. “The| he got to be an agency v.p., previ- 


writers are thinking about the|°USly authored “The Maghificent 


| books they plan to write exposing | MacInnes” and “Tessie, the Hound 


section of his office blind. Presto! 
It’s clean enough to stand “white 
glove inspection,” and Mr. Sig- 
mund stands by, confident he has | 
made another friend for the prod-| 
uct. Endust-treated portions of his 
venetian blind probably rate as the 
cleanest blind in commercial 
Washington. 

At present, Endust sells for $1.79 
($1.89 on the West Coast) for a 
can which lasts two or three 
months. During conferences with 
the agency, Mr. Cohen has been 
told this may be too costly an item! 
for supermarkets and turn-over 


advertising (and probably you);| 
the artists are wonderirg if they! 
can earn a living making batiks or 
painting sweet peas on teacups.” 
Account executives—“keepers or | 
overseers” of the creative guys—| 
“are hired for their rugged good 
looks, their flair for wearing 
clothes, and their skill—sometimes | 
brutal but always effective—in 
handling creative people. They 
know exactly how far an artist 
or writer will bend without break- | 
ing. Make them your friends.” 


s “Since copywriters are often 
lazy and slovenly, it is best never 
to show approval and yet ...never 


of Channel One.” 

These works, according to a 
postscript to the present volume, 
“were greeted with shouts of 
praise by the critics and bought by 
lending libraries everywhere.” 

The present work, subtitled 
“The Dastard’s Guide to Fame and 
Fortune,” would seem to have a 
bright future. Provided, of course, 
that enough people look upon the 
office of agency v.p. as being about 
as successful as you can get. And 
provided the author and the pub- 
lisher haven’t over-estimated the 
number of dastards who are anx- 
ious for a short course in how to 
become full-fledged s.o.b.’s. 


too slow to catch their interest. Mr., 
Sigmund is suggesting that Endust 
appear in a smaller, less expensive 
size—to bring repeat orders at 
more frequent intervals. 


Knollin Gets Waketield 


Knollin Advertising, San Fran- 
cisco, will acquire the good will of 
Carl Wakefield Advertising, San 
Francisco, on Sept. 1. The acqui- 
sition follows the death of the 
owner, Carl Wakefield. Knoliin 
will service all Wakefield accounts 
“desiring to participate in these 
arrangements.” Dallas M. Coors, 
v.p. of Wakefield, and Bernice 
Rosenthal, junior account execu- 
tive, have joined Knollin, as has 
Madeleine Tackaberry, art director 
on certain Wakefield accounts, who 
will continue in that capacity in 
collaboration with Sigurd Morten- 
son, Knollin’s art director. | 


‘Kukla’ Returns to NBC 


“Kukla, Fran & Ollie,” which 
last season ran into sponsor diffi- 
culty after the program had been 
cut to 15 minutes daily, is return- 
ing to the air in a 30-minute 
weekly version. The series started 
Aug. 24 at 4 p.m., EDT, over NBC. 
Radio Corp. of America, Camden, 
N. J., original backer of the 
“Kuklapolitan Players,” will pre- 
sent the telecast every other week. 
J. Walter Thompson Co. is the 
agency. 


A. N. BrRooxs Company 
MERCHANDISE MART 
CHICAGO 


BUYERS OF 
MFRS. OVERSTOCKS AND 
DISCONTINUED MERCHANDISE 


REPRODUCTIONS 


FROM 


KRODACHROME 


LIKE LIFE 
ITSELF 3k 


4 


ee 
# ~ ~~ 


difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency. 


GF 
C. UYVHCHS, Fite. 
Beautiful Color Work e Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 


Telephone STate 2-5367 
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CBS Tells Structure 
of New Radio Rates 


(Continued from Page 1) 
Sunday afternoon costs. 

Other innovations include a new 
annual volume discount. This, in 
effect, is a combination of, and a 
substitution for the full network 
and weekly dollar volume dis- 
counts. 

Nine annual doliar volume cate- 
gories have been set up, ranging 
from “less than $10,000” to $2,500,- 
000 or more.” These are broken 
down into day and night annual 
dollar volume discount scales, but 
a sponsor’s total day and night 
billings will be combined, to ar- 
rive at the applicable discount per- 
centage. 

One of the most notable revi- 
sions eliminates differences among 
advertisers with respect to 52- 
week discounts by allowing this 
discount only for programs which 


~ 


are sponsored for 52 consecutive | 


weeks. Previously, 
advertisers could qualify for this 
discount on some shows which 
were on the air for fewer than 52 
weeks. 
@ The Monday through Friday 
daytime rates will be _ raised 
11.11% from the present card 
scale. This will be partially offset 
by a special 5% discount for ad- 
vertisers using these periods. 
Monday through Friday morn- 
ing hours will continue to be 


priced higher than 1 p.m. to 6 p.m.) 
periods. Mr. Karol explained that} 


a descending scale of costs for the 
12 noon to 1 p.m. has been estab- 
lished by means of discount re- 
ductions. This Monday through 
Friday schedule will be as follows: 


For Programs Reduction 
Broadcast Between 

9 a.m. and 12 noon, N. Y. time............. 8% 

12 noon and 12:30 p.m., N. Y¥. time.......6% 

12:30 and | p.m., N. Y. time seve 


8 The revised discounts and rates 
will apply only to stations in the 
continental United States. Cana- 
dian and territorial U. S. stations 
and the relatively few U. S. sta- 
tions that have not yet agreed to 
amend their network contracts 
terms will be figured separately. 

It was explained that the new 


big spending | 


Woolworth Tests New 
Self-Service Store: 
May Change Units 


New York, Aug. 22—F. W. Wool- 
worth Co. today started testing a 
new supermarket unit. Its store 
at 504 E. 14th St. has been con- 
verted into a self-service store. All 
but the candy and food sections of 
the 20 departments have been 
made into self-service units. 
| Purpose of the changeover is to 
| speed service and increase turn- 
| over. If it proves successful, com- 
| pany executives say, it may be 
adopted by all of the 1,960 Wool- 
| worth stores in this country and 
| Canada. 

The 14th St., or Stuyvesant 
Town, store was chosen because 
it is comparatively small, with 
6,000 sq. ft. of floor space. Most of 
the merchandise has had to be 
specially packaged. Items formerly 
sold loose, such as screws, have 
been packed in transparent tubes, 
with size and price marked on the 
container. 


# Conventional counters have been 
replaced by gondola-type flat sur- 
face counters. Clerks are stationed 
in front of counters to assist cus- 
tomers. No salesgirls have been 
laid off; if the supermarket-type 
store should become general, the 
company says, it will not affect 
any of its 95,000 employes. If a 
customer wants ribbon, a clerk is 
on hand to measure and cut it. If 
a customer wants dishes, a clerk 
will pack them at a wrapping sta- 
tion and deliver them to the check- 
out station, Clerks will also watch 
to see that customers do not get 
the company’s property confused 
with their own. 

Officials at Woolworth stress 
that the Stuyvesant Town store is 
| purely experimental. They depre- 
—_ too much publicity about it. 

There will be no advertising. Lynn 
| Baker Inc. is the agency. 
| Englander Prepares Drive 


daytime annual dollar volume dis- | Englander Co., Chicago mattress 
count will be applied to them for| maker, is planning an extensive 
all time periods. In addition, the} drive this fall. Newspaper ads will 
Canadian and territorial U. S. sta-| appear on Sunday, Sept. 14, in the 


Last Minute News Flashes | 


‘Collier's’ Names Hummel Promotion Head 

New York, Aug 22—Martin Hummel Jr., formerly supervisor of 
package program promotion for NBC, has been named promotion man- 
ager of Collier’s. 


California-Texas Oil Names Erwin, Wasey 

New York, Aug. 22—-The California-Texas Oil Co. (Cal-Tex) has 
named Erwin, Wasey & Co. to handle its advertising and sales promo- 
| tion, both here and abroad. The account was last with Cunningham & 
| Walsh. Erwin, Wasey’s London office will handle the Regent Oil Co. 
Ltd. of Great Britain, in which Cal-Tex has an interest. 


Walter Baumhogger Named GM of Krueger Brewing 
| Newark, Aug. 22—Walter G. Baumhogger, former president of | 
| Montgomery Ward & Co., has been named general manager of G. 
Krueger Brewing Co. William C. Krueger, president, said that as soon 
as possible Mr. Baumhogger will be elected a director and president 
of the company, at which time Mr. Krueger will become board chair- 
man. Mr. Baumhogger was at one time president of Certain-Teed 
Products Corp. and United Cigar-Whelan Stores Corp. 


American Optical Names BBDO for Sun Glasses | 


SouTHBnIDGE, Mass., Aug. 22—American Optical Co. has appointed | 


Batten, Barton, Durstine & Osborn to handle advertising of its sun | 
glasses, including Polaroid and Cosmetan Calobar lines, effective im- 
mediately. BBDO also handles the company’s institutional advertising. | 
Federal Advertising Agency formerly had the sun glasses account. 
Sutherland-Abbott, Boston, has the safety division unit, and Baldwin, 
Bowers & Strachan, Buffalo, handles instrument division advertising. 


Park & Tilford Will Market New Whisky 


New York, Aug. 22—Park & Tilford Distillers Corp. will introduce a 
new Kentucky Bred blended bourbon whisky within a few weeks in 
New York, New Jersey and Maryland, to sell at $4.44 a fifth. An- 
nouncement ads will break in liquor merchandising papers in Sep- 
tember. Newspaper advertising is expected to be launched early in 
October. Storm & Klein is the agency. 


Jorgensen Sues Kellogg Co. for $1,150,000 


San Francisco, Aug. 22—Richard Jorgensen, owner of Richard Jor- 
gensen Advertising, San Jose, has filed suit in federal district court 
here asking $1,150,000 in damages from the Kellogg Co., Battle Creek, 
Mich., for appropriating a Jorgensen idea. Jorgensen asserts that Kel- 
logg’s deal with franchised bakers across the country to manufacture 
bread containing a Kellogg bran product is based on an idea he 
presented to the company’s local and main offices. 


20 Seek Recruiting Account; Other Late News 

e Military recruiting officers said Friday that 20 agencies have bid 
for the $1,000,000 Army-Air Force account and the winning agency 
will be selected about Sept. 15. Finalists will be asked to make oral 
presentations, 


e@ DuMont Television Network, New York, picked up two new sports 
advertisers this week—Bayuk cigars (Ellington & Co.) for Ted Husing’s 
“Ringside Interviews” starting Sept. 8 at 10:45 p.m., EDT, and Adam 
Hat Stores (Hirshon-Garfield) for a “Famous Fight” film series start- 
ing Sept. 15 at 9:45 p.m., EDT. 


e Nationa! Business Publications, Washington, D.C., has added six 
new member-publications, bringing its total membership to 136. New 
members include: ApvERTISING AGE and Industrial Marketing, Chicago; 
Printers’ Ink, New York; Roads & Streets and Water & Sewage Works, 
Chicago, and Woodworkers Reporter, Grand Rapids. The first three are 
ABC, the latter three CCA papers. 


e Fall radio business at NBC, New York, is running about 16% ahead 
of last year, John K. Herbert, v.p. in charge of sales, reports. Biggest 
gain is in the morning hours, where 13 hours are now sold for fall, 
compared with 7% hours in 1951. Evening sales are 15 minutes ahead 


| because 


tions will have applicable dis-| Metro Group, Sunday rotogravure 
counts decreased by 12%. supplements and in monotone sup- 

Current advertisers are pro-|Plements. They will consist of 1,- 
tected for the customary six | 200-line, b&w and two color full 


months against any time increases. 


® The following day and night an- 
nual dollar-volume 
schedule was set up: 


Daytime and 

Transition Night 

Accounts Discounts 
Less than $10,000 ........ None 27.5% 
10,000 to $29,999 ...... 8.0% 27.5 
30,000 to $99,999 ...... 11.0 32.5 
$100,000 te $249,999 ..... 13.5 34.5 
5250,000 to $649, -16.0 36.5 
$650,000 to $1,249,999 ...18.5 38.5 
1,250,000 to $1,749,999 ..21.0 40.5 
1,750,000 to $2,499, 23.5 42.5 
$2,500,000 or more ...... 3.5 44.5 


discount|* 


page ads. A supplementary drive 
| for Airfoam mattresses will break 
}on “TV Playhouse,” sponsored by 
|Goodyear Tire & Rubber Co., on 
|Sept. 28 and Oct. 12, and in ads 
in This Week Magazine on Oct. 5, 
| 19 and 26 and Nov. 2. 
| 
| Porterfield Joins ABC 

Philip D. Porterfield, who for- 
merly held a similar post with 
National Broadcasting Co., has 
been added to the radio sales staff 
of American Broadcasting Co., 
New York. 


Radio Stations, Retailers Urged by Fellows 
to Build Public's Confidence in Retailing 


CLEVELAND, Aug. 19—Harold E. 
Fellows, president of the National 
Assn. of Radio & Television 
Broadcasters, told a district meet- 
ing of broadcasters today that ra- 
dio and local retail merchants 
should cooperate to build the pub- 
lic’s confidence in retailing. 

In a speech entitled “I can get 
it for you retail,” Mr. Fellows 
stressed: “We must redirect the 


attention of the American buying TV 


public to the value of good mer- 
chandise backed by a good name.” 
Retailers and media alike, he 


“renewing the confidence of 
American people in established, 
recognized retail outlets.” 

His speech was a highlight of a 
two-day meeting of NARTB’s sev- 
enth district. Broadcasters also got 
reports from NARTB staff mem- 
bers on legislative and labor rela- 
|tions developments. They held 
panel discussions on news pro- 
grams, general programming and 


NARTB staff members moved to 
Mackinac Island Thursday for the 
meeting of District 8, and will go 


of the ’51 level. 


Displayers Inc., New York. 


e Style-Crest, Philadelphia, men’s clothing manufacturer, has ap- 
pointed Benjamin Eshleman Co., 
agency. Tlie company did not have an agency previously. 


Philadelphia, as its advertising 


e Scientific American will charge $1,200 a b&w page effective with 
the January, 1953, issue, an increase of $100 over the current rate. 


e Gene Ross and Howard Messmore, specialists in the field of exhi- 
bits and point of purchase displays, have joined the sales staff of 


eral Communications Commission 
today approved two commercial 
TV stations for Chattanooga, Tenn., 
a commercial station for Austin, 
Tex., and a non-commercial edu- 
cational station for Houston. 

With today’s actions, FCC has 
given 40 grants since the lifting of 
the freeze last month. Seven of the 
| grants are for educational stations, 
| The Chattanooga permits went 
to Chattanooga TV Inc., which is 
owned in part by Station WMFS, 
and to Tom Potter, wealthy Texas 
;oilman. Mr. Potter also received 
| the permit for Austin. The educa- 
tional station was granted to the 
University of Houston and the 
Houston Independent School Dis- 
trict. 


@ Last week FCC authorized six 
new commercial stations and two 


said, must devote their attention to' to Duluth Monday for District 11. educational stations. 


FCC Has Authorized 40 New TV Stations 


Was:1ncTon, Aug. 21—The Fed- | 


The commercial stations are to 
be in El Paso, Ashland, Ky., 
Bridgeport, Scranton (2) and Ba- 
ton Rouge. The educational sta- 
tions are for New York City and 
Binghamton, N. Y. 

Commercial grants went to Tri- 
State Broadcasting Co., El Paso; 
Polani Industries, Ashland; Har- 
ry L. Liftig, Bridgeport; Appala- 
chian Co., and Scranton Broad- 
casters Inc., Scranton, and Mod- 


ern Broadcasting Co., Portland. 
Except for the El Paso station, all) 
the grants are in the new ultra) 
high frequency band. | 

Approval of the New York and! 
Binghamton applications brings| 
the state of New York’s potential 
network of educational stations to 
five. Grants had previously been 
approved for Albany, Rochester 
and Buffalo. New York state will 
also get stations for Syracuse, Itha- 
ca and Utica when engineering 


\requirements have been met. 
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P&G Adds Detergent 
to American Family 
Line in the Midwest 


(Picture on Page 1) 

Cuicaco, Aug. 21—Procter & 
Gamble is market testing an 
American Family detergent in two 
northern Illinois cities—Joliet and 
Waukegan. 

A color page in teday’s Wauke- 
gan News-Sun introduced the new 
product, calling it a “miracle of 
science” and “the first detergent 
made specially for this hard 


The American Family line is 
marketed in the Midwest only and 
the flakes reportedly had a strong 
sales position in the Chicago area 


|until the entry of P&G's Tide and 


the other detergents. Now P&G 
will claim that the American Fam- 


‘ily detergent is better than all 


other detergents, including Tide, 
it was chemically pro- 
duced to give the best results in 
the hard water found in this sec- 
tion. The ad placed today said: 
“It’s made especially for Chicago- 
land.” 


# An interesting angle is that re- 
cent ad copy run for Ameri¢ean 
Family flakes boasted that the 
product was better than any de- 
tergent on the market. The deter- 
gent copy is playing up the pew 
product as a notable additi to 
the American Family line. Today’s 
page in the Waukegan 


showed the detergent box next to 


packages of American F. ly 
flakes and American Family bar 
soap. The ad pointed out thaf all 
three have premium coupong® on 
their cartons. 

At H. W. Kastor & Sons, Chig@go, 
the American Family agency, a 
spokesman said the test campaign 
would probably run for a r. 
Full pages are scheduled at¥the 
rate of one a week in both?the 
News-Sun and the Joliet Hergld- 
News for the next six month In 


addition, 30 radio spots a wee 
being used in both cities. 


Chicago Industriai Admen 
Elect Geidt President 


William E. Geidt, advert 
manager cf Inland Steel Co., 
been elected president of the 
cago Industrial Advertisers 
chapter of NIAA, 

Other officers elected are 
mond P, Wiggers, Frank G. Hough 
Co., Ist v.p.; Charles O. Puffer, 
Charles O. Puffer Advertising, 2nd 
v.p.; William W. Brown, Industry & 
Power, 3d v.p., and Richard C. 
Christian, Marsteller Co., secre- 
tary-treasurer. 


‘Super Circus’ Sold Out 

Kellogg Co., Battle Creek, Mich., 
will sponsor the first half of 
“Super Circus” (ABC-TV) start- 
ing Sept. 28. Mars Inc. resumes 
sponsorship of the final portion of 
the hour program Sept. 14 after 
a summer hiatus. Time for both 
was cleared through Leo Burnett 
Co, Canada Dry Ginger Ale (J. M. 
Mathes Inc.), one of the show’s 
oldest advertisers, will discontinue 
alternate week sponsorship of half 
the program Sept. 21. 


Buy Semi-Weekly Newspaper 

Catawba News Enterprise Pub- 
lishing Co., which publishes a 
semi-weekly newspaper at New- 
ton, N.C., has been purchased by 
Robert H. Morrison and Charles 
Preslar Jr., of Hickory, N.C. The 
new owners will assume operation 
of the company Sept. 14, with Mr 


| Morrison as publisher. The paper 


will continue as a semi-weekly 
publication. 


WGEZ Increases Power 

WGEZ, Beloit, Wis., has been 
granted permission by the FCC to 
increase its power to 250 watts. 
The station is owned by Beloit 
Broadcasting Co., headed by Sid- 
ney H. Bliss, general manager of 
WCLO, Janesville, Wis., and presi- 
dent and co-publisher of the 
Janesville Gazette. 
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Celebesting A Quorter-Century of Service 
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Continued from Page 3) 
= paying the major share of the 
ost. That way they can do busi- 


e% ama Make a profit at rour ex- 
pense 

heavy 
its 
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industry should pay 
uilding and 
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® Tem dags later there was an an- 
fwer, im the form of an open let- 
ner to Wir. Johnston signed by Jim- 
om Bebington, secretary-mana- 
ger of the Louisiana Motor Trans- 
port Asem The motor transport ad 
used sarcasm amd iromy to get its 
mesmage across. It started off by 
mmgratulatimg Mr. Johnston “up- 
mum the fime pieces of motor truck 
equipment” which appeared in a 


pucture Tum as part of the IC ad 
ss exactly the t 


used by the 


ud took cognizance of Mr 
{ms mention of competition 


No “quick leating” of 
Advertising Age 
hy Maxon’s General Manager 


L. Martin Kroavutter 


Maxon, fac. 


up when I get home on Monday night. Even the format is compelling and 


promises contents that are timely and important. 


I have Advertising Age sent to my home because there is too much of 
interest in it for the quick leafing-through it would have to get at the office.” 


Why not do as Mr. Krautter does? Read AA at your home in the quiet of the 
evening hour when you have time to meditate over its stimulating contents. 
The coupon below will bring you a personal year’s subscription to your 
home at the low $3 rate, or even better yet. for the next three years at $6. 


Check which you prefer. 


Please enter my subscription 


te 


Advertising Age and mail 


it to m 


my home address. Enter 


3 years at $6. or 
1 year at $3 

() My Check is enclosed 

C) Bill me iater 


(CD Bill my firm 


eomocmor eK EE 


Are you c “quick lecier™ of AA? No. we are 
not pointing ct you as a superficial fellow. 
but maybe you are trying. fufilely. to shoe 
horn it into your crowded hours at the office. 


None of that for this busy agency manager. 
and we have his word for it in writing. Here's 
what he scys: 


“The combination of reliable news plus ex- 
cellent features and industry studies makes 
Advertising Age the first publication | pick 


* 

ee oe 

ADVERTISING AGE 
Dept. A25. 200 E. Ill'nois St., Chicago 11. Ill. | 
| 

My name Title | 
i 

Company ; 
[) Home l 
ae Street | 
(1) Company | 
City Zone State___ a ; 
oll 


I. C. Railroad and Trucking Assn. 
Wage Road Cost Battle in Their Ads 


and said: “It is good news to the 
people of Louisiana and the United 
States that there is some real com- 
petition for the railroads, for com- 
petition is what brings forth bet- 
ter service, and keeps check on 
runaway prices in the freight rate 
structure.” 


® Mr. Babington said “the number 
of trucks is increasing because the 
business is increasing” and he de-| 
clared that the competition must 
be hurting the railroads “in view 
of the fact that your company has | 
invested in an advertisement | 
which in no way advertises the! 
service afforded the people by the 


Illinois Central Railroad.” He 
went on to charge that “this type 
of ‘advertising expense’ that the 


railroads claim as ‘business ex- 
pense’ is what helps to keep the 
railroads in the hands of holding 
companies and the like. 

‘Can you honestly say, Mr. 
Johnst * asked the letter, “that 
your railroad has ever gained a 
pound of freight by this type of 
advertising? I would think that 
some of your freight would be di- 
verted to the faster, more flexible 
motor transportation.” 


® Mr. Babington also stated that 
the IC ad did not mention the fact 
that the IC and other railroads 
“own and operate one out of every 
| ten for hire motor carrier trucks” 
| because they need them to supple- 
| ment their service. 
| To show that truckers pay a 
|fair share of the tax load, Mr. 
| Babington pointed out that: 

1. Commercial vehicle owners 
pay 70% of motor vehicle license 
tax fees in Louisiana. 

2. An automobile gets approxi- 
| mately 18 miles to a gallon of gas 
| with a state tax of 7¢, while the 

truck gets an average of five 
|}miles per gallon. Therefore, “the 
| truck owner pays three times as 
|much gasoline tax for the same 
| mileage as the automobile owner.” 

3. In 1951 Louisiana had a net 
expenditure of $31,635,098.59 on 
highway construction and during 
; that year truck and bus owners 

— a total of $25,066,789.49 in 
| taxes to the state. 
] 


{a The motor transport ad then 
;quoted statements from _ Sens. 
Humphrey (D., Minn.) and Aiken 
(R., Vt.) to the effect that the rail- 
roads oppose any kind of compe- 
| tition, but run ads all the time 
| about * ‘competition being the spice 
lof economic life.” 
| Finally, Mr. 
| cluded: 
“We believe there is a place for 
railroads, airlines, pipelines, wa- 
terways and highways in the trans- 


Babington con- 


portation system of this great 
eountry. We believe that the rail- 
roads should not expend their 


stockholders’ money in advertise- 
ments which are devoted to prop-| 
aganda and ridicule of their com- | 
petitors. | 

“Motor transportation believes | 
in good, clean competition, and let! 
the public decide which transpor- 
| tation it shall pay for.” 


Nugent Names Williams 

Russ Williams, formerly sales 
representative for Record Studios, 
has been named v.p. in charge of 
sales for Nugent Studios, Chicago 
art studio. 


KFMB-TV Appoints Craig 

Charles C. Craig, formerly with 
Sesac Inc., New York, has joined 
the sales staff of KFMB-TV, San 
Diego. 


KSLM Promotes Hoss 


Dave Hoss, production manager, 
has been promoted to general man- 
ager of KSLM, Salem, Ore. 


by vad 
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CBS-AM Gets ‘Smilin’ Ed’ 
Brown Shoe Co., St. Louis, which 
sponsors “Smilin’ Ed’s Gang” on 
CBS-TV, also has bought the vet- 
eran children’s program for CBS 
Radio. Time—Saturdays at 10:30 
a.m., EDT—was cleared through 
Leo Burnett Co. Buster Brown 
shoes are resuming AM sponsor- 
ship of “Smilin’ Ed” McConnell 
after a lapse of a few months, the 
program having been canceled this 
spring on NBC after a run of 
nearly seven years. In May, Mr. 
McConnell celebrated 30 years on 
radio, all as a sponsored attraction 


Academy Names Edwards 


The Academy of Television Arts 
and Sciences has granted John I. 
Edwards & Associates, Hollywood 
agency, sales rights for the 1953 
Academy Awards dinner. The 
agency is now preparing a presen- 
tation to sell the telecast as a na- 
tional television network feature. 
It was announced that the move 
reflects a determination by the 
academy to go national and make 
Hollywood the “acknowledged 
television capital.” 
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Apex Doubles Co-op 
Ad Budget for Fall 


CLEVELAND, Aug. 20—Apex Elec- 
trical Mfg. Co. will double its 
cooperative advertising budget this 
fall. 

The 100% increase for dealer-| 
firm advertising will form the 
bulk of Apex’ promotion for its 
washers, ironers, dishwashers and 
vacuum cleaners, according to A. 
C. Scott, v.p. in charge of sales. 

“We will concentrate on pro- 
motion at the dealer level with 
practically every kind of merchan- 
dising tool known,” Mr. Scott said. 


® In addition to the co-op program 
and point of sale material for 
dealers, Apex will use a sched- 
ule in The Saturday Evening Post | 
and a new television spot film. 

The Apex film will stress the 
stability of the new Wash-A-Matic 
clothes washer and its freedom| 
from vibration, the manufacturer | 
said. 

Mr. Scott said Apex sales, run-| 
ning ahead of last year’s, totaled 
$16,299,544 during the first seven 
months of 1952, as compared with 
$22,000,000 for all of 1951. 

The agency is Meldrum & Few- 
smith. 


Two Join Television Rep 

Robert J. Reardon and Frank 
B. Rice have been named account 
executives of Harrington, Righter 
& Parsons, Chicago television rep- 
resentative. Mr. Reardon was 
formerly a _ sales representative 
with Scolaro, Meeker & Scott and 
Mr. Rice an account executive 
with the sales staff of WOR and 
WOR-TV, New York. 


Quadland Opens Own Office 
Howard Preston Quadland, 
formerly publicity director of Haz- 
ard Advertising Co., New York, 
has organized H. P. Quadland Co., 
public relations, and opened of- 
fices at 10 E. 43rd St., New York 17. 


Fifth Annual Art Exhibit Set 

The San Francisco Society of | 
Artists and Art Directors will hold | 
its fifth annual Exhibition of Ad-! 
vertising Art in San Francisco be- 
tween Oct. 20 and Nov. 14. 


JUST ASK FOR- MARIE: 
Call WAbash 2-8655 and ask for 


ays in Ime. | LETTER P 
. 431 S. Dearborn St., Chicago 5 


r 23rd successful year 


FIRST FOR WLAN—Paul Heine, manager of the Hotel Brunswick in Lancaster, Pa., 
signs a contract to sponsor the ABC co-op attraction, “Martin Agronsky and the 
News” over WLAN, Lancaster. Looking on: (left to right) Stan Baker of WLAN; 
Jean Ford, public relations director for the hotel, and Frank H. Altdoerffer, owner 


of the Lancaster radio station. This is the first hotel to sponsor the show. 


PIB Six-Month Report 


Shows Increased 


Ad Expenditures in Most Product Groups 


(Continued from Page 2) 

Drugs and toiletries advertising 
expenditures rose 10% over 1951, 
media totals being $75,831,272 this 
year and $69,168,536 last. Magazine 
revenue was up 7% ($28,700,000), 
newspaper sections gained 6% 
($8,600,000), TV jumped 122% 
($15,400,000) and network radio 
dropped below last year ($22,900,- 
00 against $27,200,000). 

The first five leading advertis- 
ers in toiletries and toilet goods all 
showed gains over last year and 
each one spent over $3,000,000 dur- 
ing 1952’s first six months. Here 
are the five: Colgate-Palmolive- 
Peet, $8,184,992 ($6,852,157 last 
year); Procter & Gamble, $5,164,- 
617 (up from $5,078,071); Gillette 
Safety Razor, $4,308,611 ($3,548,- 
553); Lever Bros., $3,393,878 ($2,- 
408,272), and Bristol-Myers, $3,- 
023,111 ($2,903,689). 


ws Food and beverage advertisers 
spent a total of $102,945,671—a 
new record for the January-June 
period. Magazines got $48,560,180, 
network radio $23,651,611, network 


...and 
neither will 
mom 


and dad 


Russer Co. 


|TV $22,991,284, and newspaper 
sections $6,842,596. 

General Foods and General Mills 
each spent 10% more than in the 
first six months of 1951. GF’s ex- 
penditure amounted to $11,581,640 
and GM’s came to $6,525,600. Coca- 
Cola spent $1,800,000 to go 18% 
ahead of 1951. Schlitz, Pabst and 
Anheuser-Busch all spent over $1,- 
000,000. Schlitz spent $1,830,668 to 
go up 18%; Pabst spent $1,377,308 
which was 11% lower, and An- 
heuser spent $1,017,200 to jump 
45%. 

The household goods and build- 
ing expenditure in all media came 
to a total of $93,683,164 as com- 
pared with $86,412,613 last year. 
Armstrong Cork and Cannon Mills 
both spent upwards of $1,000,000, 
with Armstrong up 10% over last 
year and Cannon up 45%. 


= In the soaps, cleansers and pol- 
ishes category, Procter & Gamble 
spent $13,193,425 as against last 
year’s $12,750,143. Lever Bros. ex- 
pended $3,259,053 as against $2,- 
032,641 and Colgate-Palmolive- 
Peet spent $1,985,825 as against 
$1,382,225. 

Transportation and agriculture 
advertising was 22% more than for 
the same period of 1951. The total 
this year was $68,753,952. General 
Motors was up 19% with a total of 
$6,877,193. Ford Motor Co. was up 
43% with a total of $4,599,810. 
Chrysler Corp. spent $3,687,135, 
a figure 3% down from last year. 
Nash-Kelvinator jumped 65%, go- 
ing from $761,194 to $1,259,562. 
| Apparel advertising totaled $25,- 
046,258 for the first half of ’52 as 
compared with $24,923,540 for the 
same period last year. Cluett, Pea- 
body & Co. continued to lead the 
ready-to-wear field in advertising, 
with an expenditure of $742,098. 


NEWSPAPERS GAIN IN 
LIQUOR, WINE SPACE 
| New York, Aug. 20—Liquor and 
| wine advertisers boosted their 


|newspaper investments by about 


>. IMPRINTED TOY BALLOONS $5,500,000 last year—a gain of 18% 
Ideal for Giveaways 
and Promotions 


over 1950, according to the Bureau 


|of Advertising, American News- | 


| paper Publishers Assn. The total 

|for the industry went from $31,- 

091,000 to $36,640,000. 

A study just released by the bu- 

|reau indicates that 33 of 45 listed 
advertisers either increased their 

| spending in newspapers in 1951 or 


| returned to the medium after be-| 


| ing absent in 1950. 
The BofA claimed that newspa- 


61 


pers, “on approximately equal 
footing with magazines in 1948 as 
a liquor and wine medium, have 
pulled far into the lead since then.” 
The bureau said that newspapers 
during the four-year period went 
from $20,693,000 to $36,640,000, 
while magazines went from $21,- 
489,822 to $25,432,121. 


Jennett Joins Conover-Mast 
Dwight Jennett, formerly retail 
sales promotion zone manager for 
Life in Los Angeles, has joined the 
advertising staff of two Conover- 
Mast publications, Purchasing and 
Construction Equipment, in the 
company’s Los Angeles office. 


s Newspaper advertising gains for 
the top three companies, said the 
bureau, went like this: Distillers 
Corp.-Seagram’s, from $6,967,199 
in 1950 to $8,044,378 in 1951; Na- 


tional Distillers, from $3,955,658 » Saee Seaton 
j}to $6,204,145; and Schenley In- bd 10 ~ 
| dustries, from $5,929,178 to $6,178,- | Seren DEALER 
| 362. ‘ : a 2 tutten 
The figures are from the BofA’s om 


annual publication, “Expenditures 
|of National Advertisers in News- | 
papers,” which covers “actual 
|measurements of advertising in 
| weekday and Sunday newspapers 
representing well over 90% of U.S. 
circulation.” 


Blanket coverage retell lumber, 
° building moterial ond cool deolers. 
NORTHWEST publicotion covers 
Minnssote, Wisconsin, North ond 
Seuth Dokete 
lowe. 


| tOWA publicetion covers 
Z 1013 Fourth Ave. Se., Minneapolis 4, Minn. 


THE BEST PHOTOENGRAVINGS THAT COULD BE MA 


’ 


COLLINS, MILLER & 
HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + CHICAG 


Pruricas fintat P hate tagtving > lant 


test market for 
FOOD ADVERTISERS 


{ ROANOKE )- 
For a concise, complete picture of the. 
ROANOKE MARKET 
DEVELOPMENT PLAN 
——— 


Because it is isolated by moun- 
tains . . . because it has a mini- 
mum of penetration from outside 
newspapers . . . because it is a 
compact, self-contained trad- 
ing area . . . Roanoke has always 
been an ideal test market for food 
advertisers. 


And today it is more effective than 
ever before, because of the Roa- 
noke Market Development Plan. 
The new Roanoke Plan is merchan- 
dised directly to the retailers and 
wholesalers who sell more than 
70% of its food products to this 
16-county market. Merchants are 
informed in advance of your adver- 
tising, resulting in more active and 
profitable dealer tie-in support for 
your product. 


ROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER * FERGUSON * WALKER CO. 
National Representatives 
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What makes a newspaper great? 


Cedria said it was FUN! 
6h, OP) 
— Ni 3 


Vik 


How long has it been since you slid 
down a cellar door . . . or thawed out a 
pump on a zero morning . . . or walked 
barefoot through a dewy meadow? 

Every so often waves of nostalgia 
for The Good Old Days wash over the 
a wa of America’s Upper Midwest. 

e hankering becomes general for 
pantry pickles, molasses cookies and 
spring-house buttermilk. Whole fami- 
lies get the urge to set on the back 
stoop and whittle. The phenomenon 
explains itself simply: Cedric Adams 
has been back to Magnolia again. 

Few newspapermen today exert a 
more potent fascination over so many 

ple as this Magnolia, Minnesota, 

y who became the nationally famed 
“In This Corner” columnist of the 
Minneapolis Star and Tribune. 


~— ~ 


Whatever Cedric Adams writes 
about, from small town memories to 
big town doings, the effect can be 
astonishing. When Adams tells a good 
story or launches a quip, chortles will 
echo through five states and you’re 
likely to find it next month in the 
Reader’s Digest. When Adams espouses 
a cause, residents of 224 counties pelt 
him with currency to help an unfor- 
tunate, or give their time freely to 
promote one of Cedric’s worthwhile 
endeavors. Cedric Adams, according 
to Time Magazine, can have almost 
anything he wants in the Upper Mid- 
west just for the asking. 


Residents of other areas are no more 
impervious to the Adams magic: a 
series of his columns published as Star 
and Tribune ads in The New Yorker 
proved so popular that subscribers 
still beg to have him back. He was 
recently voted the 1952 Headliner 
Award for the most consistently out- 
standing feature column in America. 
He is renowned among the awed stat- 
isticians of readership surveys for at- 
tracting the largest regular audience 
of any local newspaper columnist in 
the land. Some of his best columns 
will be published this fall in a book, 


“Poor Cedric’s Almanac’’, with fore- 
word by Arthur Godfrey, rearword by 
Bob Hope. 

A lot of Magnolia still clings to 
Cedric. He is neighborly and friendly 
and uncomplicated. His style is as 
cozy and comfortable as an old shoe. 
His warm-hearted interest in people 
stands out among headlines that too 
often say nobody cares about anybody 
any more. Perhaps more than any 
other newsman on the staff of two of 
the nation’s largest newspapers, Ced- 
ric Adams helps to foster the indefin- 
able spirit and personality which make 
the Minneapolis Star and Tribune 
true “home town papers” .. . best- 
read, best-liked and most-respected 

. among people in almost every 
community throughout America’s 
great Upper Midwest. 


Minneapolis 
Star exd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 490,000 DAILY 


JOHN COWLES, President 
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